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ESCRIBED by several of the industry's 
most capable perfumers and cosmetic 
chemists as “the best Lily of the Valley odor 
yet,’ MUGANTHEME Neaef is a new and es- 


pecially delightful version of a Muguet base. 


M UGANTHEME is truly the universal Lily— 
for it can be used with most pleasing 
effects and equally good results in perfume 


extracts, creams, powders and lotions. 


7 HE current popularity of floral type odors 
marks the introduction of MUGANTHEME 


by M. Naef & Co. now as particularly timely. 


$17.50 per pound 


A Trial Sample on Request 


UNGERER & CO. 


SS! 13-15 WEST 20th STREET - NEW YORK : 











Mysore Government Sandalwood Oil 


Your guarantee 
of quality 


Every can of Mysore Oil is specially 
sealed and serially numbered. 
Do not merely specify 
"Sandalwood Oil U. S. P." 
but insist upon Mysore Oil; 
and for your own and our protection 
be sure the seal is unmutilated. 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“YE Ofpefte Sffence Diftill2rs” 


W. J. BUSH & CO. 


INCORPORATED 
Essential Oils . . Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London Mitcham - Messina Grasse 


October, 1935 I 
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ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PURE OTTO OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 
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FOODS « MEDICINES 
TOILETRIES 
ADHESIVES « PAINTS 
POLISHES « LUBRICANTS 


IF YOUR PRODUCT 
NEEDS A “LIFT”! 


WRITE US FOR INFORMATION 





NEW ENGLAND 
COLLAPSIBLE TUBE CO. 
21-33 WALLER ST NEW LONDON, CONN. 
3132 SOUTH CANAL ST. CHICAGO, ILL. 

500 FIFTH AVE., NEW YORK 


October, 1935 
Publish nthly by Perfumer 











“Service for the Manufacturing Trade Exclusively” 




















Compacts 


REC. U.S. PAT OFF 





° Powder Puffs 


ROUGE and POWDER eee 
A new development in sterilizing 


(More than 150 tints) puffs, keeping them actively anti- 
septic until washed, is being adopted 
by us. 

EYE SHADOW 


(All shades) 


This process is without doubt one 
of the most remarkable advances 
ever made in the textile field, and 
offers an assurance to the user of 


LIP ROUGE the puff that no matter how soiled 
and CREAM ROUGE it may be, it is still a clean puff 
bacteriologically. 
( All indelible shades ) 


Details on Request 


EYE BROW PENCILS 


WATERPROOF 
COSMETIQUES 





All our products guaranteed 
for chemical purity. For your 


~~ 


further protection, Products 
Liability Insurance carried. 


OXZYN COMPANY 


: : Canadian Offi 
New York Office In business since 1877 ner - 


103 Ottawa St. 
154- 11th Ave. Walkerville, Ont. 


Originators of Natural Rouges 
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ISO EUGENOL 1 finest auality_pro- 


duced—free from all by- 





odors. Contracts solicited. $4.00 pound. 








LAVENIOL A definite chemical body—odor 


very remindful of Lavender. 
$1.50 pound. 








CUCUMBIS | ™ only. TRUE CUCUMBER 


odor available — adapted espe- 





cially for Creams and Lotions (one ounce is ample for 


$15.00 pound. 









100 pounds of cream). 








FRESA-D A Strawberry flavor and odor that is 


only comparable with fresh Straw- 






berries. Very powerful. $6.50 pound. 







Samples cheerfully submitted upon request. 


¥ 
SYNFLEUR 


SCIENTIFIC LABORATORIES, Inc. 
Monticello, New York 


ATLANTA e PHILADELPHIA e DETROIT 
MANILA e BUENOS AIRES e MEXICO, D. F. 
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Natural Flower Oils 


Essential Oils 


— 


MOREL & CO. 
Aromatic Chemicals 


and 


Specialties by LF and More & co. 


LAVENDER PLANTATION-LF 


Geranium Oils, Bourbon & African 
Ylang Ylang 
Spike, Thyme, Rosemary, Bergamot 


Sole Agents in United States and Canada 


LAUTIER FILS 


INCORPORATED 
CHICAGO 154-158 West 18th St. PACIFIC COAST: 


Riviera Products Co., George H. Martin & Co., 
215 W. Ohio St. 149 California St. 
San i 
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WHY USE 





W THY use foreign White Oils in the manufacture of cosmetic 
and proprietary preparations when actual experience has 
proven the fact that Stanco’s domestic White Mineral Oils offer 
equal, and in most cases, superior advantages to the imported 
product. 

Because Stanco is a subsidiary of the world’s largest refiner, 
it has access to and employs the choicest domestic crudes in 
the manufacture of its white oils. That is why its oils are specified 
by many of the largest white oil users in America. 

Uniformity of basic ingredients is of vital importance to the 
quality of your product. The constant uniformity of Stanco 
White Mineral Oils is assured by the rigid laboratory control 
used in their manufacture. You are assured of quality products 
... free of color and odor... which do not become rancid 
through oxidation... are noted for their stability... guaranteed 


to meet your specifications. 


STANCO DISTRIBUTORS, INC. 


2 PARK AVENUE, NEW YORK, N. Y. 


Plant, Bayway, N. J. Warehouse, Chicago, Ill. 


Distributors Carrying Stocks 


G. S. Robins & Co. 
310 S. Commercial St. St. Louis, Mo. 


Stone-Hall Co. 
1738 Wynkoop St. 


Eaton Clark Co. 
1490 Franklin St. Detroit, Mich. 


Cc. B. Lyon & Bros., Inc. 
2303 Hampden Ave. St. Paul, Minn. 


* * * * * * * * 


Denver, Colo. 


@ WHITE OILS, U. S. P. 
HEAVY— LIGHT 

We manufacture and offer the highest 
grades of U. S. P. White Oils obtainable 
They are absolutely odorless, tasteless and 
colorless. 
Our list of these oils covers a wide range 
of viscosities and a wide range of gravities. 
Any Viscosity 

From 80 to 345 Saybolt @ 100° F. 
Any Gravity From .845 to .900 


PRIMOL « WYROL « MARCOL 


Brand names which are a guarantee of 
finest quality. 

These oils have for years set the standard 
for the best in White Oils. PRIMOL for 
Pharmaceutical purposes and WYROL 
and MARCOL for COSMETIC and TOI- 
LET Preparations are used throughout the 
world by the manufacturers of the finest 
preparations. 


@ WHITE OILS, TECHNICAL 


In the general manufacture of cosmetic 
and toilet preparations these White Oils 
find widespread use. Outstanding values 
are offered in the popular brands: 


BAYOL 


Saybolt viscosity @ 100° F.... 80/90 
Specific gravity 855 


MARCOL GX 


Saybolt viscosity 7$ 
Specific gravity 8: 845 


BAYOL F 
Saybolt viscosity 60 
Specific gravity ‘ .835 


@ PETROLATUMS, U. S. P. 


Melting 
Point 
SAYBOLT 
125/130° F. 
115/120 
105/110 
115/120 


Snow White Parmo No. 
Snow White Parmo No. 
Snow White Parmo No. 
Lily White Parmo 
Cream White Parmo 115/120 
Yellow Parmo No. 4F 105/110 
Ex. Light Amber Parmo.... 115/120 
Amber Parmo 115/120 
All products are guaranteed as to quality 
and uniformity. Specific information and 
experimental samples furnished on in- 
quiry. Our technical staff will be pleased 
to assist you in your problems. 























FOREIGN 


WHITE OILS? 





Copr. 1935, Stance Ine 


* * * 
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ESSENTIAL OILS 


we have been supplying the 


areful buyer 
for three score years: 


Oil Bay 
“Bois de Rose Brazilian 

Cassia Redistilled U.S. P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 
Peppermint Redistilled 


Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Tonka Beans 


We cordially invite your inquiries. 





ARTHUR A. STILWELL & Co. 


INCORPORATED 


* IMPORTERS - EXPORTERS - MANUFACTURERS - 





601 W. 26th ST. 350 N. CLARK ST. 
NEW YORK CHICAGO 
“AN UNIMPAIRED RECORD SINCE 1878” 


The American Perfumer 


RL — RET ge ee eerie eee ne eee 





BUY OUR 


To this question, as every sales man- 
ager knows, there may be a single 
answer—there may be a dozen. 
But, fundamentally, it’s a matter of 
merchandising — of “clicking” at that 
crucial moment when the customer 
is buying. 


The dealer won’t help you unless 
you help him. Unless your package 
helps him. Unless your displays 
help him. Unless your whole mer- 
chandising plan is worked out to 
give your product the push that 
really counts—the push across the 
counter. 


Perhaps you are facing the problem 
of a product that isn’t clicking as 


“aut WHY 


DON’T THEY 


PRODUCT?"“’ 





it should. If so, it is only logical 
that the American Can Company 
with its contacts throughout the 
package merchandise field could be 
of assistance. We see problems be- 
ing solved each day. We add con- 
tinuously to our store of knowledge 
of why products move, of how stag- 
nation has been solved in other 
cases. 


This experience, plus constant field 
study in retail stores, is available to 
you. Your problem may be an old 
one to us— it may involve extensive 
new study. Whichever it is, you will 
find here a willingness to work 







with you until the solution is found 


and applied. 


A call from you will find us ready 
to assist—with all the field data, 
experience and knowledge at our 
command. Just address our Sales 
Promotion Department. 


Why does American Can Com- 
pany concern itself with problems 
of retail merchandising? 
Our reasons are the same as yours. 
We cannot sell more packages than 
you sell for us—yow cannot sell 
more than people buy. The con- 

sumer is our common goal. 





AMERICAN CAN COMPANY 


230 Park Avenue, New York 


October, 1935 
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DESCOLLONGES FRERES 


LYON FOUNDED 1904 PARIS 


Aldial 
A new and very interesting specialty with a 
subdued “aldehyde” note, imparting fresh- 
ness and originality to modern bouquets. 

* 

Jasmix 
New progress in the production of a perfect 
Jasmin odor. Offered at a very low price, it 


gives the true, natural perfume of the flower. 
e 


Lily of the Valley Isoflor “«A”’ 


The most remarkable achievement of syn- 
thetic perfumery in recent years. For the first 
time is reproduced the true perfume of the 
flower, with its exact characteristics and ex- 


quisite delicacy and freshness. 
e 


U. S. Representarivs 


BENJ. FRENCH, Ine. 


160 Fifth Avenue New York. N. Y. 


Chicago Office: 549 West Randolph St. Cable Address: Descofren, N. Y. 
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TUBE DESIGNS 


The package does not make the product but alert 
manufacturers know a good product in a good pack- 
age has an invaluable sales advantage. For years 
Wirz Quality Tubes have been carrying nationally 











known products to profitable markets. May we help 
you make your package more effective ? 









ate 


: [A ie 


A. H. WIRZ, Inc. 


Established 1836 


CHESTER, PA. 
NEW YORK, N.Y. . . ‘ 30 East 42nd Street 
i | 80 East Jackson Blvd. 
LOS ANGELES, CAL. . . . . 1231 East Seventh Street 


Havana, Cuba, Roberto Ortiz Planos, O'Reilly 49, Dep. 209 


© A.H.WIRTZ, inc, 1934 






SEE ALSO BACK COVER 


October, 1935 





MADE MADE WITH 
WITH EXCHANGE COLD ANOTHER BRAND BOUGHT 


PRESSED OIL OF LEMON ON THE OPEN MARKET 


Unfiltered 5% (by Volume) Solu- 
tions of Lemon Oil in 95% Alcohol 


5. Uniform Performance 


QUICK FACTS 


. Flavor that suggests a freshly- 
cut lemon 


6. Lower Cost per unit of flavor 
AND NOW... 
7. CLARIFIED. No sediment. 


No cloud. No filtration. 
No waste. 


. Finer Aroma 
. Deep natural Color 


. Stable in your finished 
product 


Sold to the American market exclusively by 
FRITZSCHE BROTHERS, Inc. DODGE & OLCOTT COMPANY 
76 Ninth Avenue, New York City 180 Varick Street, New York City 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
g Plant: EXCHANGE LEMON PRODUCTS CoO., Corona, Calif. 


Copr., 1933, Products Department, California Fruit Growers Exchange 


New Clarified Exchange Oil 
of Lemon provides sediment- 
free extract under severe 
winter cold. 


A 5% by volume solution of Exchange 
Lemon Oil in alcohol conforms to the 
definition for lemon extract adopted 
by U.S. Department of Agriculture. 


- LOW temperatures where ex- 
tracts made with most lemon 
oils deposit a sediment, those made 
with Exchange Oil of Lemon remain 
clear and brilliant. Compare the two 
extracts at the left which were sub- 
jected to 15° F. for 24 hours. 


When you prepare extracts in 
your factory with Exchange Oil of 
Lemon, you get immediately a clear, 
yellow solution. Without filtration. 
Without waste. It is ready to be used 
or bottled at once and conforms 
with the definition for lemon extract 
adopted by U.S. Department of 
Agriculture. 


The Exchange process of manu- 
facture removes the troublesome in- 
soluble substances from Lemon Oil 
that cause muddiness in extracts. 


Also Improved in Other Ways 


This new method also improves 
the flavor, color, and aroma of Ex- 
change Brand Oil of Lemon. And it 
has for years been notable for these 
qualities, due to the application of 
Exchange standards of production 
control to rich California lemons. 


It is uniform in performance. 
Stable in your finished products. 


Let Results Give Proof 


Your interest in better results and 
lower costs prompts you to make 
this test at once: Order a small sup- 
ply of Exchange Brand Oil of Lem- 
on. Test it in your products. Then 
compare the cost and figure your 
saving. 


OIL OF LEMON 


The American Perfumer 





rows 


























ry - o 
* bi ii 
m 
a 
* 
’ cy 
: c ‘ 
| § 
q 
an _ “ 
ak ¥ . 
: : . ¥ 
* 
, ‘ 
rR f 
A ; 
‘ | . 
5 
f i 
fh ; F 
A 
a 
oy 
a 
, ; 4 
» 
: ie ; 
ce 
* ; ‘ 
fs 
~ cd F 
; 
. a : ase 
. “9 
, : c 1s 
Fe fe | 
i ; 
sh, E 
ae f F 
f 
t i 
S Set i 
ee 
‘ . “ ; 
* J i : 
, ‘ 7 
: ei 
A e F 
2 nae 
. ee 
, « 
A eee 
j i 
. . “ 
if a 
F ‘ : 
a 





/ HE research and control laboratories in 


our new home have greatly increased our 
facilities for solving the flavor and per- 
fume problems of our customers. Every 
possible modern laboratory aid is included in 


this new equipment 


We invite our customers to visit us to see 
the facilities now at their disposal and 
which enable us to improve materially 
the quality of a line and the efficiency of 
a service already unequalled in our special 


field. 


FRITZSCHE BROTHERS, Inc 


fw yo ; 
REG. u.s.par. OFF 








Liquid Absolute Essence of Rose 
Oil Neroli Petale Extra Fine 


1935 HARVEST 


E have now received the Liquid 
Absolute Essence of Rose and Oil of 
Neroli Petale Extra Fine of the 1935 


harvest from our Seillans factory. 


These are magnificent floral products 
of full strength, made in a scientific man- 
ner which preserves the rich, full, well- 
rounded odor of selected flowers. 
Moreover, our selling price for both is 


considerably cheaper than in 1934. 
















Liquid Absolute Essences 
F. B. 


S manufacturers of Liquid Absolute Floral 


Essences in our own factory at Seillans, in 


the flower growing districts near Grasse, France, 


we are able to guarantee by personal knowledge 


the quality, the purity and the odor strength of 


these products. As the middleman has been eliminated 


there is only one profit involved. 


Cassie Ancienne 

Genet 

Geranium 

Jasmine 

Jasmine from Enfleurage 
Jasmine from Chassis 
Jonquille from Enfleurage 
Labdanum 


Lavender 


Mimosa 

Oak Moss 

Orange Flowers 

Orange Flowers from Water 
Rose 

Rose Bulgarian 

Tuberose from Enfleurage 
Tuberose from Chassis 


Ylang Ylang 





TERPENELESS PETITGRAIN 
PARAGUAY 


« peerommences Petitgrain Paraguay is one of the most effective 
and inexpensive substitutes for Neroli. 


The fact that many firms are using increased quantities of this 
useful material each year serves to emphasize its growing importance 


in the soap and toilet preparations industry. 


The chief value of our Terpeneless Petitgrain lies in the fact that 
in our process of manufacture we leave in the fall natural content 
of the highly prized Nerol. As a result, its quality, its double 
strength and its freedom from all inert constituents combine to make 


it an unusually effective base for any orange flower composition. 
Its sweet and agreeable bouquet serves as a useful adjunct in 


the preparation of fancy composition. And, it is also very useful 


in skin cream in which it remains unaltered. 


FRITZSCHE BROTHERS 


INCORPORATED 


76 Ninth Avenue, New York 


Branches 


BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
502 Louisiana Building 319 Bulletin Building 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR) FRANCE 
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COLLAPSIBLE TUBES 


E offer you work- 

manship and finish 
which measure up to 
your highest expecta- 
tions. Our prices are con- 
sistent with quality and 
service. You do not have 
to pay anything extra 
for White Metal quality. 


WHITE METAL MANUFACTURING. soe! 


HOBOKEN, NEW JERSEY 


1go Office, Ct 


October, 1935 





Improve the 
Appearance of Your Package 


with an attractive serviceable 
specially designed 


XS Cap \ 


For perfumes, talcum and tooth powder, bath 
salts, ete. @Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 
345 ELDERT STREET 
BROOKLYN,N.Y. 


Vhone: FOxcroft 9—3900 


72 
. 140 
. 150 


—43 M/M Bath Salt Cap 
—35 M/M Sifter Top Cap 


M/M Talcum Can Top 
M/M Square Slip Cap 


. 282*—24 
. 291*—22 
io. 292 —-28% 


No. 238 —15 
No. 240 —14% 


M/M Screw Cap 
~ M/M Screw Cap 


. 185 —15% 
. 186 —44 
. 188 —23% 
. 200 —28 
. 0200 —28 
. 215 —19% 
. 230 —13 
. 232 —13 
. 234 —10% 
. 236 —19%4 


M/M Screw Cap 

M/M Screw Cap 

M/M Fancy Bath Salt Cap 
M/M Talecum Can Top 
M/M Sifter Top Cap 
M/M One Piece Cap 
M/M Taleum Can Top 
M/M Screw Cap 

M/M Screw Cap 

M/M Screw Cap 

M/M Slip Cap 


No. 249 —1414 


No 


No 
No 


No 
No 
No 
No 
No 


. 250 —12 


. 251 —-15 
. 257 —12 


. 258 —40 
. 264*—20 
. 267 —16 
. 269 —44 
. 281 —11 


M/M Screw Cap 
M/M x 23% M/M 
Oval Slip Cap 

M/M Screw Cap 
M/M x 23% M/M 
Oval Slip Cap 

M/M Bath Salt Cap 
M/M Screw Cap 
M/M Slip Cap 
M/M Bath Salt Cap 
M/M Slip Cap 


*FITS G. C. A. No, 400 GLASS FINISH 


. 295 —13% 
Yo. 298*—38 


. 300*—18 
Yo. 317 —11 
. 323 —45 
. 324*—45 


Yo. 327*—43 


M/M Flask Cap 
M/M Slip Cap 

M/M Talecum Cap, 
Sifter Top 

M/M Screw Cap 
M/M Slotted Slip Cap 
M/M Bath Salt Cap 
M/M Cream Jar Cap 
Same design as No. 
323. 

M/M Same design as 
No, 324, 


The American Perfumer 














JASDOUX BLANC No. 350 
ROSE No. 350 
SWEET PEA No. 350 

















These are just a few of the outstanding 
odors in our line of Perfume Oils priced 
at $3.50 per pound. For complete list 
see page 22 of our catalogue, which we 


shall be pleased to mail upon request. 


Babes a Es 


FABORATORIES. INC. 
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SAN FRANCISCO CHICAGO ae ANGELES 8 MONTREA AL TORONTO 
524 Washington St. 10 West Kinzie St. 4665 Hollywood Blvd. 2622 en on n St. 445 St. Francois Xavier St. II King St. W. 
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OLORFULLY litho- 
graphed tin containers 
compel attention—signify qual- 
ity—INDUCE SALES. To manu- 
facturers who would accord their 
products this competitive advan- 
tage, Continental offers a com- 
plete service which includes the 
three basic merchandising in- 
gredients— research, design 
and package development. 
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Picture to Yourself 


the Line that’s “Going Over” 


Try to figure out what makes it successful, and you'll 
find three things: 
|. Advertising and selling method. 
Packaging and usefulness of product. 
3. Smell and pleasure of using. 


If No. 3 is “off”, there’s no repeat business. 


Watch that No. 3. Make your product always more 
and more pleasant to use, to handle, to smell. 


Watch your perfumes. It’s so easy to go wrong on 
them; so easy to save pennies and lose repeat business. 


Experienced creators of perfumes know what will help 
sell a line. Call in their experts when you're planning; 
that’s the time to weigh odors. 


For odor advice and suggestions, for any and all prepa- 
rations, ask for samples. 


But in the meantime, how about 


BOUQUET AA—$12.00 Ib. up 


heavy, lasting, modern 


BOUQUET AC—$12.00 Ib. up 
French type, popular 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Kssentials 


aes Materials, Aromatic Speci | 


Essential Oils, Perfume Specialties 
315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


Factory, Elizabeth, N. J. 






















































Flow Our Factory Helps You 


In no field of activity is the quality of the materials used of 
greater importance in its effect on the finished article than in ihe 
making of perfumed products. 

Years ago we found that commercial qualities of several of the 
aromatic chemicals were not as good as some compositions re- 
quired. 

Accordingly we began to make aromatic chemicals ourselves. 
Today our factory produces a large number of the aromatics that 
are in general use, and we are always working on others. The list 
is increasing, although we are very conservative about adding new 
products. 

Unless we can make a thing better, we do not make it at all. 

The entire factory personnel understands that principle, and 
stands by it. The result is that we have developed a factory 
organization thoroughly imbued with the idea that each batch of 
every product must be as near perfect as it can be made. 

In order to carry out such a plan, we had, of course, to provide 
equipment that would turn out the kind of product we demand. 
We have constantly endeavored to keep abreast or ahead of the 
advances and improvements in method and means. Externally out 
six factory buildings are not imposing; but once inside the door, the 
layout and equipment are as modern, complete and _ up-to-the- 
minute as can be found in this field. 

All this is of interest to users of aromatic chemicals, for they are 
entitled to know something of the pedigree of the products they 
purchase. We want them to know, for example, how thoroughly 
we test Our own incoming raw materials. We want them to realize 
how severely we examine our outgoing finished products, not only 
that they may be right in specifications, but also that they be 
right in odor. Both are necessary. 

One of the buildings of our factory group is devoted entirely to 
flavors. Here come the fresh fruits and berries in season, whose 
essence is extracted to make our true fruit flavors. Here also are 
made the excellent artificial flavors in our lists. 

The factory also maintains separate aromatic and flavor re- 
search laboratories, where new products are developed. 

We invite correspondence on all subjects pertaining to the facili 
ties afforded by this excellent manufacturing unit. 


Aromatic Chemicals and other Products for which we 
are a Good Source of Supply 
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Units in the Distillation Department showing 





vacuum indicator and electric temperature con- 
trol. Every piece of apparatus that uses heat is 
equipped with this “tell-tale” which makes 
permanent written record 24 hours a day 





Views of the Factory of 


van Ameringen-Haebler, Inc. 


Research and Analytical 
Laboratorv 


Section of Reaction 
Department 


View of one side of the Distillation 
Department 


Section of True Fruit 
Flavor manufactur- 
ing department. 





TRUE FRUIT PLAVORS and 
ARTIFICIAL FLAVORS 


are an important part of our business. One of 
our factory buildings and many of our staff are 
devoted entirely to research and production of 
flavors. An excellent line of products, con- 


stantly improved, is worth looking into. 


HAARMANN & REIMER 


an old and valued name in the field of aro- 


matics. 


We are exclusive American representatives of 
this firm, and will be glad to have inquiries for 
their 

Flavor Specialties 


Perfume Specialties 
Aromatic Chemicals 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Kssentials 


Flavor Materials, Aromatic Chemicals 
Essential Oils, Perfume Specialties 


315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


Factory, Elizabeth, N. J. 
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ARE YOUR Cf 
tS 
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Today's sales are made through finer quality of product, better 
packaging and real merchandising. We have the high 
quality products your line needs.. .consult our nearest office. 


HELFRICH 


HELFRICH LABORATORIES 
564-570 W. Monroe St, CHICAGO 


HELFRICH LABS. OF N. Y. INC. 
30-34 West 26th St, NEW YORK 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 


LIPSTICKS 
ROUGE COMPACTS 
POWDER COMPACTS 
CREME 
DER 


A 
Y 
O 
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Dodge & Olcott Company 


180 Variek St. New York 


Sole American and Canadian distributors 


integrity of the house is reflected in the quality of its products” s * 
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Dodge & Oleott Company 


180 Variek St. New York 


Sole American and Canadian distributors 


“The integrity of the house ts re 
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ANITY CASES 
ROUGE CASES 


PASTE ROUGE 
CONTAINERS 


LIPSTICK HOLDERS 


EYEBROW PENCIL 
HOLDERS 


BOTTLE CAPS 
JAR CAPS 


7») GEPORT 


METAL GOODS MFG. CO. 


BRIDGEPORT @ CONNECTICUT 


ESTABLISHED 1909 @ TEL. BRIDGEPORT 3-3125 
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A NEW FRAGRANCE 
BORROWED FROM THE 


HONEYCOMB 


In their never ending search for new synthetics 
to enable you to develop fresh, interesting 
creations at low cost, Givaudan chemists have 
gone to the honeycomb—there to capture the 
subtle, penetrating and lasting fragrance of 
nature’s sweetest product. 


AROMEL is an achievement of which we are 
proud. It offers you many new possibilities 
for scenting perfumes, soaps, extracts and 
other products such as candles, waxes, polishes 
with the fresh, sweet odor of honey. 

Write us. We shall be glad to send you a 
sample of AROMEL and complete information 
about its applications. 


GIVAUDAN 


DELAWANNA INC. 


80 FIFTH AVENUE, NEW YORK, N. Y- 


Branches: Philadelphia Los Angeles Atlanta 
Cincinnati Detroit Dallas Baltimore New Orleans 
Chicago San Francisco Seattle Montreal Havana 
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PERFUMES 


A PERFECT odor combination often loses its strength 
and most of its pleasing characteristics in a few weeks, 
if not in a few days. The life of a perfume does not 
depend on the individual strength of the raw material 
employed, but is governed by the chemical reaction these 


materials undergo when combined. 


So-called fixatives are as a rule unions of gums and resins, 
which in practice seldom add to the lasting power of per- 
fume. In most cases, the creation of an actually perma- 


nent perfume is purely accidental. 


We have developed an absolutely certain method to 


insure almost indefinite lasting qualities for any good 
odor combination. If you are interested in having your 
odor stand up under every conceivable condition, kindly 
write for samples of the following: 


PERMATONE.... for 
PERFUME +« CREAM 
~. ee. e- and POWDER 


Norda 


ESSENTIAL OIL 
& CHEMICAL CoO., INC. 


Chicago Office 601 West 26th Street, New York City St. Paul Office 
325 W. Huron St. LAckawanna 4-4700 Pine and E. 3rd Sts. 


Los Angeles Office Southern Office Canadian Office 
685 Antonia Ave. Candler Annex Bldg., Atlanta, Ga. 119 Adelaide St. W., Toronto 
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Bouquet 
des Alpes 


The gentleman's tal- 
cum odor. A favorite 
everywhere among 
people of discern- 
ment. 


Try this and 


see for yourself 






Amerine 


The All-Purpose Base! 








You will find Amerine 
essential to the develop- 
ment of complete indi- 
viduality. Use it and 
heighten the appeal of 
your Creams, Face Pow- 
ders, Lipsticks, Perfumes 
and Rouges. 


Samples and 
information on request. 


fe ———. V0 rda 


ESSENTIAL OIL 
& CHEMICAL CO., Inc. 





Chicago O ffice St. Paul Office 601 West 26th Street, New York City 
325 W. Huron St. Pine and E. 3rd Sts. LAckawanna 4-4700 
Los Angeles Office Canadian Office Southern O fice 
685 Antonia Ave. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 
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You will find in Rowell boxes 


the rare combination of a 





quality container at a moderate 


ROWELL cox. tout. queimoe BOXES 


shape boxes are available 





in many unique designs. 


Write your needs. 


E. N. ROWELL CO., Inc. 


BATAVIA ; : , NEW YORK 


New York Office: Chicago Office: Hollywood, Cal., Office: Boston Office: 
SEWELL H. CORKRAN H. G. MacKAY C. H. E. DUNN H. P. TUCKER 
30 East 42nd Street 180 North Wacker Drive Guaranty Bldg., 6331 Hollywood Blvd. 52 Chauncey Street 
Phone: MUrray Hill 2-3447 Phone: RANdolph 0934-0935 Phone: Hollywood 0111 Phone: Hancock 0398 
Detroit Office: H. E. BROWN Atlanta Office: St. Louis Office: The DICK DUNN Co. 
7376 Grand River Ave. MANUFACTURERS SALES CO., Inc. Merchandise Mart Bldg., 12th Blvd. & 
Phone: Euclid 2211 101 Marietta St. Bldg., Atlanta, Georgia Spruce St., Phone: Central 3544 


Box at left, No. 357-PS; center, 
No. 359-PS; right, No. 358-PS. 
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FOR A MODERN PERFUME LINE 


Pa 


Ww CHRISTMAS 


ets 
















Normandee Lerbinia 


Modern aldehyde 


note 


Piquant and ultra- 
modern 
















Bouquet *3 
Modern bouquet 









Zanette 


Extremely sweet with sweet, lasting 


and lasting nediteee 






Floris 


A floral note that 
will add sweetness 










and effusion 


/ : ; 
WE offer for your consideration several new Felton spe- 
cialties possessing unusual merit. These are modern creations, 
and are certain to add sales appeal to your holiday line. 


We shall be pleased to supply samples for your examination. 










CHEMICAL COMPANY, Inc. 


Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y. 


Boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, Ill. 
80 Boylston St. 200 So. 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 


St. Louis, Mo. New Orleans, La. Los Angeles, Cal. 
245 Union Blvd. Balter Bldq. 515 So. Fairfax Ave. 













Stocks carried in 





principal cities 


By comparison, the most perfect repro- 

duction of the Lilac note thus far created. 
-We invite you to compare LILAS SUR- 

FINE: with the outstanding Lilac flower 
_ oils produced here and abroad and selling 
3 now -at double the price. 


'We are confident that LILAS SURFINE 
will be your chéice, not because of its low 
‘pice, but because of its superior quality. 


We shall be glad to send you a sample. 


INCORPORATED 


Pe FEeetTon CHEMICAL COMPANY 


Manufacturers of AROMATIC CHEMICALS, NATURAL ISOLATES, PERFUME OILS, 
ARTIFICIAL FLOWER AND FLAVOR OILS 


Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y. 


Philadelphia, Pa. Sandusky, Ohio Chi mi. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. 
200 So. 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 245 Union Bivd. Balter Bidg 515 So. Fairfax Ave. 


* “Stocks carried in principal cities 
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THE SPOTLICGIAME 


has been awarded to APL! 


for more than a decade 


* 
No one has ever challenged 
this foremost quality. 
& 
Your cosmetics, by APLI, insure a similar security of position. 
e 
You will be in the very best of company too, .. . APLI serves 
the most distinguished clientele in the industry. 
e 


ROUGE CREAM CHEEK ROUGE FACE POWDER 
LIPSTICKS COSMETIQUE EYE SHADOW 


Sam ples in newest shades available without charge 
SERVICE IN BULK, OR IN YOUR CONTAINERS, OR COMPLETE PACKAGES 
* 


Products Liability Insurance, of course 


| AMERICAN PERFUMERS’ LABORATORIES 


Incorporated 


Makers of the World’s Finest Cosmetics 


114 FIFTH AVENUE, NEW YORK, N. Y. 


Canadian Laboratories: 


1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC 
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HEINE&CO. 


NEW YORK 
52-54 Cliff Street 


Telephones BEekman 3-1 535-1536 





we 
HEIKO 


TRADE W MARK 











NATURAL AND ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS AND ESSENTIAL OILS 


Sole Distributors for 
HEINE & CO., A. G., Leipzig 


in the United States and Canada 
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Hazel-Atlas Opal Jars are a real sales builder—as well as a perfect 


container for your product. Simple and modern in line, smartly 


black and white in color, they lend themselves perfectly to your 


individual label. Available in a full line of convenient sizes. 


-HAZEL-ATLAS GLASS COMPANY 


WHEELING, W. VA. 





BATH SALTS 
Sodium Carbonate 
Sodium Phosphate Tribasic 


DEODORANTS 


Aluminum Chloride 
Calcium Carbonate 
Kaolin 
Magnesium Carbonate 
Talcum 


DEPILATORIES 


Barium Sulphide (Gray & Yellow) 
Calcium Carbonate 
Eugenol 
Strontium Sulphide 
Talcum 
Terpineol- 


FACE POWDERS 


Bismuth Oxychloride 
Bismuth Subnitrate 
Calcium Carbonate 

Kaolin 
Magnesium Carbonate 
Talcum 
Zinc Oxide 
Zinc Stearate 


HAIR TONICS 
Acid Salicylic 
Oxyquinoline Sulphate 
Quinine Sulphate 
Resorcin 


SKIN LOTIONS 


Calamine 
Zinc Oxide 


SHAVING CREAMS 
Acid Boric 
Acid Stearic 
Glycerin 
Lanum ; 
Potassium Hydroxide 
Sodium Hydroxide 


TOOTH PASTES & POWDERS 
Calcium Carbonate 
Calcium Phosphate 
Magnesium Oxide 

Methyi Salicylate 
Sodium Perborate 
Saccharin 
Zinc Peroxide 


THESE ARE ONLY A FEW OF THE CHEMICALS 
OBTAINABLE UNDER THE MERCK LABEL 


MERCK & CO. INC. 


NEW YORK: 161 SIXTH AVENUE 


FOR MANUFACTURERS 
OF COSMETICS, 
TOILET PREPARATIONS 
& ALLIED PRODUCTS 


Merck & Co. Inc. produce more than 
3000 products, every one of which is 
subject to rigid laboratory control and 
must conform to definite standards of 
purity and uniformity. Only the highest 
grade of raw materials obtainable is 
used in the production of Merck Chem. 
icals and each product is guaranteed 
to meet modern manufacturing require- 
ments in every particular. This is a factor 
of primary importance to manufacturers 
of cosmetics, toilet preparations and 


allied products. 


The experience and facilities of the 
Merck Chemical Service Department is 
available to help you solve your manu- 
facturing problems. We invite you to 


write us regarding your requirements. 


Manufacturing Chemists RAHWAY, N. J. 


PHILADELPHIA 916 PARRISH STREET ¢ ST. LOUIS: 4528 S. BROADWAY 


In Canada: MERCK & CO. LTD., MONTREAL and TORONTO 
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for Fine 


@ ABSOLUTES 


Jasmin 2 Rose 


@ TERPENELESS 


Bergamot . Orange 


@ ANIMAL FIXATIVES 


Ambergris * Civet 


@ SPECIALTIES 


Jasmosynth e Rosesynth 


@ PERFUME BASES 


Base 240 A e Mimosa go A 


You will find many other products of interest listed in our 


catalogue. 


y 


, 


Compagnie 


NEW YORK DETROIT 
SAN FRANCISCO SEATTLE 
TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 
LONDON, ENGLAND 


COLOMBES, FRANCE 


(A Few Parento Products 





arento, Inc. 
Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 






Perfumes 


Tuberose 


OILS 


Lavender 


OaZzmnArdA 













Musk Tonquin 


Rose Aldehyde F 


Gardenia Viridis M 


LOS ANGELES 
PORTLAND, ORE. 
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Compagnie Parenlo, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE 





(Designed 


for the 
(Discriminating 


If you are seeking a Jasmin note for 


Creams 


@ Jasmin Petals 4145 B 


is a blend of unusual merit which 


does not discolor. 


For Powders 


@ Jasmin D 


If you want a fresh Bouquet of ex- 


hilarating character- 


@ Fleur de Lis B 


can be used in practically all types | 


ow Oe OS OOOO 
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of cosmetic preparations. 


Compagnie Parento, Inc. 
Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK DETROIT LOS ANGELES SAN FRANCISCO 
SEATTLE PORTLAND, ORE. 
TORONTO 


LONDON, ENGLAND 


s..°¢) MICRONIZED ROUGE 


NO TRACE OF GRIT 


®@ Micronized Rouge and Pow- 
der Compacts blend perfect- 
ly with the skin, because their 
substance is more like cream 
than powder. 


@ The fine particles will not 
stick in the pores, and cannot 
scratch, for you will find no 
trace of grit. 


@ Everywhere this new proc- 


ess has been acclaimed, from 
every standpoint, for setting 
a new standard in rouge and 
powder compacts. 


@ We are the only private 
label house having the ex- 
clusive rights from the in- 
ventor in the use of this most 
revolutionary manufacturing 
method. 


PRODUCTS 


ULTRA FINE PRODUCTS EXCLUSIVELY 
UNDER PRIVATE LABEL 


Micronized Rouge 
Face Powder 
Cream Lip Rou e 
Cosmetique Cr 


Face Cream 
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and Powder Compacts 


Eye Shadow 
eam Cheek Rouge 


Lipsticks 


Lotions 


Py 


pnt, ling, 


Yes... oe and bombarding! The 
old-fashioned sifting process, no matter 
how well done, has never resulted in truly 
fine rouge and powder. Those large par- 
ticles shown in the photomicrograph can 
easily cause enlarged pores, blackheads, 
and cosmetic skin. 


To reach real perfection the ingredients 
in MICRONIZED rouge and powder com- 
pacts are whirled, bombarded, and ex- 
ploded in pure air. They attain that fine- 
ness seen in the other photomicrograph 
... those minute particles can easily pass 
through a |,000 mesh screen! 


This results in a texture that is fluid-like 
. .. color that is uniform from surface to 
bottom ... and soft, vibrant shades never 
seen before! Protect your reputation by 
using the new patented MICRONIZED 
rouge and powder compacts . . . samples 
for testing are yours for the asking! 


LIABILITY INSURANCE CARRIED 
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PERFUME & COSMETIC BUYERS 
Annual Convention 


o meet the increased demand for floral odours the MM&R 
organization has completed a detailed study of the industry's 
present requirements and can recommend for your use a 
diversified assortment of basic Perfume Oils of high character, 
true fragrance and genuine permanency. 

Into the perfection of these products has gone the 40 years of 
MMR experience in the production of Basic Perfume Ma- 
terials. 

Because we realize that the job of selling the Perfume and 
Cosmetic buyer and the ultimate sale of your product to the 
consumer are as important to us as they are to you, we offer 
our experience and facilities to help you produce products that 
will sell. 

If you are searching for the “something new” mentioned in the 
above reprint our consulting chemists can be of value in your 
problem. 


Write today for testing samples 
and the MM&R Catalog 


— Today 


he PERFUME ona COSMETIC INDUSTRY “St 


Oo 
t 
Is Demanding *these MM&R Products ff ro 
NO 
FE 


*They are but a few of the many products produced under 
the dependable seal of Magnus, Mabee & Reynard, Inc 


MAGNUS, MABEE & REYNARD, INc. 


ESSENTIAL OILS, BALSAMS, AROMATIC CHEMICALS ¢: BASIC PERFUMING PRODUCTS .. . . SINCE 1895 


32 CLIFF STREET NEW YORK, N. Y. 


CHICAGO PHILADELPHIA BOSTON MEXICO, D. F. 
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F.N. BURT COMPANY, LTD. 


MANUFACTURERS OF FINE SET-UP PAPER BOXES 
BUFFALO 


NnEW YORK 


CANADIAN DIVISION: DOMINION PAPER BOX CO.,.TORONTO 


Representatives 
New York City Territory Chicago Territory Pennsylvania Territory 
C. M. BOSCOWITZ C. A. HAMMOND 


A. B. HEBELER 
H. H. BOSCOWITZ 919 


N. Michigan Ave. P. O. Box 6308 
17 West 44th Street Room 2203 West Marnat St. Station 
New York City Chicago, Illinois Philadelphia, Pa. 


; i Southern Territor 
New England Territory Ohio Territory . oe 


FRANK D. JACKSON 
WILLIAM H. BRADFORD CO. W. G. HAZEN 2150 Weshiacton Ave. 
702 Beacon Street P.O. Box No. 2445 


Apartment 12 
Boston, Mass. East Cleveland, Ohio Memphis, Tennessee 





BEAUTY and 
APPEAL GO 
HAND in HAND 


HIS is an age of fashions 

—in garments, in motor 
cars, and packages. Beauty 
reigns, and the sales prizes go 
to those who catch the public 
fancy by eye-appeal. 

Today, a worthy product 
dressed in a striking package 
is bound to go places. Kimble 
Glass Vials— with their lustrous 
crystal walls, their colorful caps, 
their light weight and their pock- 
et-convenience— march in the 
front ranks of modern, well- 
groomed packages that haven’t 
time to linger on the counter 
or shelf. They make friends 
promptly — and have instant 
sales appeal for discriminating 
shoppers who want to SEE 
what they are buying. 

Among the nationally known 
and advertised products pack- 
aged in Kimble Vials are drugs 
and cosmetics, perfumes, nose 
and throat drops, antiseptics, 
proprietary medicines, and hun- 
dreds of other items—in pow- 
der, capsule, liquid or tablet 
form. There are Kimble Vials 
for Droppers, Applicators, 
Shaker Tops, Goldy Seals, Slip 
Caps, Metal and Bakelite Screw 
Caps. Special designs to fit spe- 
cial requirements. 

It usually pays big dividends in 
sales returns to consult Kimble 
first on your packaging problems. 


Vv 


K \ KIMBLE GLASS COMPANY --- VINELAND, N. J. 


NEW YORK+ CHICAGO+PHILADELPHIA+ DETROIT+ BOSTON 
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FOR PERFUMES 


with 


ASTIRIDITONIE | 
the fixative Sup rome! 


Glorious stars bursting in the heavens shower the 
world with their beauty and radiance, but in an instant 
they vanish leaving no trace of their once overpower- 
ing splendor. There is no way to control the beauty of 
shooting stars, but there is a sure way to make the 
loveliness and warmth of perfumes linger. It is with 
**Astrotone,”’ the fixative supreme! No longer does the 
secret of long life in perfumes belong to a chosen few. 
With the advent of ‘‘Astrotone,”’ the perfume world 
was given the most outstanding fixative ever developed. 
The character of ‘‘Astrotone”’ is to impart a unique 
charm that bestows new life, allure, warmth and 
lasting qualities to perfumes. It will give to your own 
blend an individuality that c&nnot be achieved with 


any other fixative. 


**Astrotone”’ is water-white and free from discoloration. 
Therefore, it may be used in many preparations other 
than perfume. A light, flowery perfume can _ be 
rounded out by adding 2 to 3 ounces of *‘Astrotone”’ in 
1% alcoholic solution to 1 gallon of the finished extract. 


Heavy odors may require | or 2 ounces of a 10% solution. 


“ASTROTONE” PURE 8200.—LB. 
IN 10% SOLUTION 820.—LB. 


When writing for samples be sure to use your firm’s letterhead 


E. I. DU PONT DE NEMOURS & CO., INC. 


FINE CHEMICALS DIVISION, WILMINGTON, DEL. 









+. 


The remarkable fixative properties of ‘‘Astrotone”’ are not 
limited to use in de luxe perfumes. It will also give to 
medium-priced extracts more warmth, vivacity and excep- 


tional lingering qualities. Delightful handkerchief extracts 


may be prepared from the Aromatics listed on this page. 


AROMATICS 


E. I. DU PONT DE NEMOURS & COMPANY, INC. 


Fine Chemicals Division Wilmington, Delaware 





“ 
FLEURS DE FORET 810 
An intriguing Chypre of a decidedly 


modern cast. 


ZITKA No. I 810 


A popular Oriental which has proved 


successful here and abroad. 


TOUTES LES FLEURS 815 
A bouquet which responds to the taste 
of those who like a typically French 
floral scent. 


When writing for samples be sure to use your 


firm’s letterhead 


AGENTS FOR SOCIETE DES USINES CHIMIQUES RHONE-POULENC 





The deluxe lipstick has been designed with one thought in mind—to 


eliminate all lipstick troubles. And it has succeeded. @ A representative 


will be glad to call and show you what this will mean to your line. 


SAGAMOR METAL GOODS CORP. 


4 3 -O!1 2 2n d S T R E E T Telephone: STillwell 4-4820-1-2. Cables: Sagmetgo New York, 


* A.b.C. Fifth Edition. Chicago Office: Railway Exchange Building. 


LONG ISLAND CITY, N. Y. Phones: HARrison 3015-3016 


Compact Cases ® Loose Powder Sifters @ Lipstick Containers ® Rouge Cases ® Mascara Cases ® Stamped Metal Goods ® Novelties 
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| NTRODUCING style No. 357, made in 1A, 1, 2, 3, 


1, 6 & 8 oz. sizes. All in stock for immediate delivery. 


The wide range of sizes makes these attractive 
bottles available for Nail Polishes, Brilliantines. 
Lotions, Toilet Waters, etc. 


Supplied with or without caps. 


CARR-LOWREY GLASS CO. 


Factory and Main Office: BALTIMORE, MD. 


* 
NEW YORK OFFICE: 500 FIFTH AVE., Room 1427 
Telephone: CHickering 4-0592 
CHICAGO OFFICE: 1502 MERCHANDISE MART 
Telephone: WHitehall 4326 
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for warm, 


is invaluable as a 
blender and fixative 


Its smooth Opopanax tone gives especially fine results in combination with such of 


our products as Cedromal, Chypre, and Erolia. Smaller quantities are extremely use- 
ful in floral types. It is also a most interesting product for use in perfume for powders 
... Liberal working sample of this typical Albert Verley creation sent gladly on request... 
ALBERT VERLEY, INCORPORATED, Manufacturers— Importers — Compounders. Chicago: 11 East 
Austin Avenue; New York: 114 East 25th Street; Los Angeles: Mefford Chemical Company. 


. . . . . 2 
Exclusive Representatives for Albert Verley, Paris, France—Tombarel Freres, Grasse, France. 


ALBERT VERLEY 
atomalics- 





NATURAL “Incolores” ROBERTET 


P. ROBERTET 


& Cie 
GRASSE FRANCE 


Sole American Representative: 


A. C. DRURY & CO., Inc. 


219 E. North Water St., Chicago, Ill. 


Most valuable fixative — adds warmth 
and finish to any creation — unexcelled 


to "round off" all compounds. 


Same degree of concentration as the 
essential oil Costus—affords a substan- 


tial saving on the Essence. 


100% pure products — finest natural 
Absolutes of Jasmin in their highest state 


of concentration and purity. 


Two distinctive notes of Oak Moss—in a 
crystallized form—completely colorless 
—as little as 2°% in solution is sufficient 
to reproduce the odor of Oak Moss at 
its finest. 


I. perfume extracts, as well as 
in Bouquets of distinction for Toiletries—or 
wherever an intense note of striking character 
is the ultimate goal—truly "'colorless'' essences 
have solved the modern perfumers' main prob- 
lems: High concentration of odor together 
with lighter, more brilliant color in the finished 


product. 


Absolute Floral Essences and Resinoids P.R.C. 
of the ''Incolore"’ series are of the same pure, 
unadulterated quality which has won an en- 
viable position among perfumers for other 
Robertet natural products—their odor is true, 


as Nature made it. 


We also invite your inquiries for other special- 
ties not listed here which may be of interest. 
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Only the best in RAW MATERIALS 
from DRURY .... 





GLYCERINE 
U.S.P. Dynamite 


CHALK PRECIPITATED U.S. P. 
Ex. Light 


TALC “SIERRA” 
Cloud 


C.P. 
Dense 


Mist 


Snow 


CASTILE Soap “Aco” 
Powdered Granular Bars 


STEARATES 


Zine Magnesia Aluminum 


VANILLAS AND TONKA BEANS 


GuUns:- 
Arabic Karaya 


STEARIC ACID 
Triple Pressed Saponified 


ZINC OXIDE 
Gold Seal U.S.P. White Seal 
T. L. BRAND PURE \W/HITE 


BEESWAX 
Extra quality, U.S.P. and 100% Pure 


Tragacanth 


COLGATE-PALMOLIVE-PEET 
COMPANY 
Chicago, Illinois 
Sturge’s English 
H. J. BAKER & BRO. 
New York 


SIERRA TALC CO. 
Los — 


Calif. 
LOCKWOOD BRACKETT CO. 
Boston 


Mass. 


PLYMOUTH ORGANIC 
LABORATORIES 
New York 


THURSTON & BRAIDICH 
New York 


HARKNESS & COWING CO. 
Cincinnati 
Ohio 


Mines et Fonderies de Zinc 
de la Vieille Montagne 


PHILIPP BROTHERS, Inc., NEW YORK 


Haledon, Paterson 
N. J. 


In addition to the above items which we handle as sales agents for our principals, we are engaged, 
on our own account, in the importation of an extensive line of Raw Materials, carrying spot stocks. 





THEODOR LEONHARD WAXCO. 


A. C. DRURY & CO., Inc. 


CHEMICALS - ESSENTIAL OILS - SYNTHETICS - BOUQUETS - TALC - CLAY - WAX | 


Cable Address 


219 E. North Water St. 


“DRUCO” 


Chicago, Illinois 
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KALOSMON A 
A\ new petane 


base in ‘which are combined a buoyant 
top note, an enchanting sweetness, and 
a warm amber undercurrent. It will act 
as a fixative as well as add depth and 


originality to your pertume. 





SCHIM MEL * 


601 West 26th Street, New York, N. Y. 


Chicago Representative: 
A. C. DRURY & CO., 219 E. North Water Street, Chicago 
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. . thousands more, possibly millions, on advertising . . . but a 
package that’s casual, ordinary, non-interpretive of the fine quality 
product within. That’s the story of hundreds of products on dealers’ 
shelves. How foolish this packaging neglect! 

Aggressive manufacturers are fast recognizing the sales value 
of effective packages . . . especially PACKAGES THAT SELL 
. . « by Ritchie. They recognize in a well-styled package a mer- 
chandising medium that carries on from where advertising leaves 
off . . .a vital, dynamic sales force that’s at work every hour dealers’ 
stores are open . . . beating down price competition . . . empha- 
sizing quality . . . a constant point-of-sale reminder of appeals 
stressed in advertising. 

Restyle, modernize your package. Obtain the impelling origin- 
ality, the well-styled individuality, and the good value economy of 
packages by Ritchie. Let Ritchie designers help you. . . as they have 
Walgreen Company, Frederick Stearns, Bauer & Black, Max 
Factor, The Pompeian Company, and hundreds of others. 


The creative and package styling facilities of the Ritchie Organi- 


THousanps spent on research . . . on development and perfection 
| 
‘ 


‘ : sam . : ~~ } 
zation are at the disposal of firms of established responsibility. 
Send for “PACKAGES THAT SELL” 
A style review of modern sales-producing 
packages ..... many pages of striking 
idea-giving packages .....5 several prize 


winners. Send for it today. No cost. 


New York Detroit Minneapolis St. Paul 
Los Angeles St. Louis Ft. Wayne 
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An Educational 
Presentation For 


the Consuming Public 


TT emt da See Thousands of consumers will 


seek information and 
demonstrations on 
the latest ideas in 
good grooming 


tionally known brands have 


indicated their desire to demon- 


strate and exhibit their products 


: : ; For floor plans. rates. etc.. address 
at this show .. the first of its kind CHICAGO AND ILLINOIS 
HAIRGRESSERS ASSN Inc 
ever staged. Have you? ee ee ee 
Executive Offices. 139 N. Clark St.. Chicago. Il 


Mr Behan is Directing Head of nationally famous Mid 
west Beauty Trade Show held each year since 1924 
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f= TRADE TILL 1 EE 


LA 
T e e e Youngsters are shrewd. Half their busy days 
are spent in trading. Knives for slingshots. Marbles for 
broken watches. Then they grow up. And they trade their 
dollars for the things you make and sell. When they do, the 
same instinct thatcautioned them to look before saying“ Yes”, 
still warns them to beware of the pig in a poke. That’s why 
so many thousands of manufacturers of all kinds of com- 
modities use modern glass containers. Products packed in 
glass step right up and say,“See, I’ve nothing to hide.” And, 
when the package is as attractive as it is possible to achieve 
today, they say it so alluringly that the customer finds it hard 
indeed to resist. It is difficult to blast profits out of the buyer’s 
market that exists today, not at all difficult, though, towheedle 
them out in surprising and steady volume with the right pro- 
duct displayed to its best advantage in a sales-producing glass 
package. Let the Owens-Illinois representative tell you about 
the Complete Packaging Service and the Packaging Research 
Division that help increase the profit of those who pack in 
glass. He is as close as your telephone. Simply call the near- 
est office of Owens-Illinois Glass Company, Toledo, Ohio. 
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Ulustration suggests wide range of smart designs available. Top row, center, is Design Pat. No. 
94746. Center row, right, is Design Pat. No. 89300. Caps by The Closure Service Company. 


OWENS-ILLINOIS 
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LEADERSHIP: 


ROURE-BERTRAND FILS, 
in 1873, were the first to create 
Concrete Essences from pomades, 
and in 1900, discovered the process for 


the manufacture of 


ABSOLUTE FLOWER ESSENCES 


Constant research has enabled us 
to continue to offer the finest quality orod- 


ucts to our customers. 












RESINOIDS 





CONCRETES 









ABSOLUTES 


Sole Representative in the United States and Canada 


GEORGE SILVER 








CHICAGO: 722 West Austin Ave. (Phone: HAYmarket 0991) 
LOS ANGELES: 819 Santee St., Room 622. (Phone: Tucker 6453) 
















ROURE-BERTRAND FILS & JUSTIN DUPONT 


Laragne Boufarik PARIS GRASSE Argenteuil 









IMPORT COMPANY 
351-53 FOURTH AVENUE = (Phone: MUrray Hill 4-7797) | NEW YORK 













court of no appeal 


e THERE’s no appeal from the verdict that your product gets on the nation’s cos- 
metic counters. A thousand lovely ladies are just as ready to dislike as to like your 
product and its container. We’ve seen and analyzed a number of their judgments 
in our twenty-five years of experience in making cosmetic containers; and we've 
learned a number of factors that make for success or failure when it comes to actual 
sales. Shape, colors, weight, novelty, and design—as well as costs, materials and 
construction—play an important part, a part which our experience fits us to 
evaluate in advance. 

e Our manufacturing and technical facilities have enabled us to set quite a record 
of containers made and sold with success. Perhaps we can help you with your 
container problems; help develop new successes for your line. You'll find us 
exceptionally well-fitted to help your products face the “court of no appeal.” 


Scovill Manufacturing Company, 79 Mill Street, Waterbury, Connecticut. 


SCOVILL 


SCOVILL MANUFACTURING COMPANY, WATERBURY, CONNECTICUT 


Boston Providence New York Philadelphia Atlanta Syracuse Pittsburgh Detroit Chicago Cincinnati 
San Francisco Los Angeles IN EUROPE: The Hague, Holland IN CANADA: 334 King Street, E., Toronto, Ont. 
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In the Spring the hillsides near Florence are cov- 
ered with the beautiful iris lowers. From the roots 
of Iris Pallida come the orris products which form 


so important a part of the perfumer'’s stock. 
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IS THE INDUSTRY 


AFRAID 


OF ITS OWN 


SHADOW 2 


ANONYMOUS 


I SAT in at the 
meeting last spring at which the Toilet 
Goods Association was organized. Prob- 
ably, I had no business there because 
the session was supposed to be closed, 
“for manufacturers of toilet goods 
only.” But nobody asked me to leave 
and I thought | had business there any- 
way. My business is supplying the in- 
dustry with certain products which 
every manufacturer uses. During the 
last fifteen years I have called on every 
sizable manufacturer in the United 
States and have succeeded in selling 
quite a number. 

For all of this time, I have been de- 
voting a good deal of study to the in- 
dustry’s problems. I read all of the 
trade journals and in all of my con- 
tacts with the industry, I try to get the 
manufacturer’s point of view. I have 
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to do this if I am to sell 
him. The problems in my 
own branch are very largely 
technical and they go prin- 
cipally to the technical men 
in my Own organization. 
Primarily, | am interested in 
merchandising and advertis- 
ing problems, for, as I see it, they are 
the particular and important problems 
of my customers. 

To be perfectly frank, I was terribly 
disappointed with the results of the 
All-Industry Conference. As a social 
affair it was fine. Everyone had a good 
time. The business sessions, too, espe- 
cially the ones devoted to the late, 
lamented Code and to trade practices, 
were interesting and instructive. 

What, then, was the matter with the 
meeting ? 





Well, it reminded me of a circus pa- 
rade in my old home town out West 
when I was a youngster. The band 
played; the clowns were all in line; 
the animal cages were all brightly 
painted—-everything was set—and then 
the elephant refused to go over a little 
bridge just outside the circus grounds. 
They had a parade finally, minus the 
elephant; but to us youngsters, they 
might as well have called the whole 
thing off. What we wanted was the 
elephant. 
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The toilet goods group has, I am 
told, spent a great deal of money on 
co-operative activities during the last 
year. Indirectly, | hear that enough 
was spent on the abortive attempt to 
repeal the excise tax to set up a good 
sized business. Other legislative work 
took a great deal of time and poured 
a great deal of money into attorneys’ 
hands. I should be the last one to com- 
plain of any legitimate expense on leg- 
islative matters. My own branch of in- 
dustry has had its problems of this 
kind and my company has always chip- 
ped in gladly for any reasonable as- 
sessment. It is an essential part of group 
activity. That represents the band, the 
clowns and the cages of the circus 
parade. 

What spoiled the All-Industry Con- 
ference for me was that harmless (?) 
resolution which committed the new 
Toilet Goods Association strictly to a 
program of “uncontroversial” activi- 
ties. I take it, from my fifteen years of 
contact with your industry, that trade 
practices are the elephant of the parade. 
They are the matters of vital, perma- 
nent importance which manufacturers 
have been talking about for more years 
than I have been in business. They rep- 
resent the difference between profits 
and losses in this business. You can 
adjust yourselves to the unfair tax. In 
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EDITOR« 


fact, you have done so without losing 
any business to speak of. You can ad- 
just yourselves to a Copeland bill or 
even a Tugwell bill and your business 
will not suffer much. You cannot ad- 
just yourselves to uneconomic and de- 
structive methods of selling and adver- 
tising your goods without being hurt. 

Last month, the editor of this maga- 
zine had something to say about “buy- 
ing distribution” in New York. I am 
not posted on all of the merits and 
demerits of the department store sell- 
ing problem. But I do know that you 
have been talking about selling meth- 
ods for years and have never done any- 
thing terribly constructive about them. 

I was disappointed in the Conference 
because this elephant of yours walked 
up to the bridge and then—stopped! 
He was afraid to step out on the bridge 
of “controversy.” Not that the bridge 
wasn’t strong enough. It would have 
held up half a dozen elephants. But 
he was afraid. And so, for me at least, 
the parade was a washout. And I don’t 
think you will have a really successful 
parade, or association, until you get 
the elephant across the bridge. 

As I see it, you have about half a 
dozen groups in the toilet preparations 
industry, several of which do not agree 
one with the other on all of these “con- 
troversial” trade practices. What you 


have done will never get them to agree. 
The only way they can be brought to 
agreement is by a complete discussion 
of these problems as they affect all of 
the groups and reaching some sort of 
conclusion as to what is good and what 
is bad in toilet goods distribution. You 
will never get the agreement if you 
hide the problem away and never bring 
it out. That course will only lead to 
greater suspicion and disagreement. 

There is such a thing as constructive 
controversy. When the industry was 
getting ready to formulate the NRA 
Code, which, incidentally, was a pretty 
good thing in this business, there was 
one group which apparently didn’t fear 
controversial questions. I mean the 
California association. I saw the pro- 
jected code which that group submitted 
for consideration and I talked with a 
number of California manufacturers 
about it. It wasn’t a very good code 
because there was too much in it. but 
it did cover trade practices with a ven- 
geance. And don’t think it was recom- 
mended without a “controversy.” I am 
told that the average mean temperature 
in California went up several degrees 
during the formulation of that code. 
but when it was finished, the California 
group was behind it and it did take 
care of trade practices. 

Now, I don’t want to be thought a 
common scold. That’s not the idea at 
all. But your trade practices affect 
my business. Unless your sales are 
profitable, I can’t sell as much of my 
product, nor get a good price for what 
I do sell. It is entirely selfish on my 
part. 

What would I do if I were the Judge 
Landis or Will Hayes of toilet goods? 
Well, at the next meeting I’d rescind 
that resolution on “controversial sub- 
jects.” Then, I'd have a good old- 
fashioned battle about all these things 
which are hurting everyone, including 
your good supporters, the supply peo- 
ple. When it was all over, there would 
probably be a few sore heads and dam- 
aged knuckles, but there might also be 
some set of rules and regulations (a 
code, if you like that word) which 
would make this a more respectable 
business, and, by no means incidentally. 
a very much more profitable business. 

The Toilet Goods Association is all 
right as a nice polite legislative group 
with a penchant for hiring expensive 
attorneys. But it will never do full 
justice to the industry or perform the 
real function of an all-industry organi- 
zation until it gets that elephant across 
that bridge! 
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ATTEMPT TO MARE CONTAINER 
TAXES RETROACTIVE 


by FELIX BELAIR, Jr. 


Treasury Claims Rulings 
Have been Misconstrued— 
Exemptions only on Defi- 


nite Rulings 


WaAsHINGTON, 
Oct. 1O—Collection of an undetermined 
amount of “back taxes” from cosmetics 
manufacturers on account of unpaid 
excise levies on containers of their 
products is being undertaken by the 
Bureau of Internal Revenue. Holding 
that two of its rulings on the subject 
have been widely misinterpreted by 
the industry, and undaunted by mount- 
ing protests that such action would 
amount to retroactive legislation, the 
Bureau plans the collection of all such 
taxes due and unpaid from the effec- 
tive date of the Revenue Act of 1932. 

Apparently determined to bring ac- 
tual revenue receipts, however tardily, 
up to anticipated collections, the Bu- 
reau is planning to give full force and 
effect to the combined tax on products 
and their containers in the case of all 
manufacturers who did not obtain spe- 
cific exemption upon application to the 
agency. The result, Bureau officials con- 
cede, will be that many manufacturers 
of cosmetics who had supposed that 
containers of their products were not 
taxable under the 1932 statute will find 
themselves indebted to the Federal Gov- 
ernment. 

Inquiry among Bureau officials on 
behalf of THE AMERICAN PERFUMER 
disclosed an attitude that, while “an 
unfortunate situation’’ has resulted, 
manufacturers must pay the cost of le- 
gal misinterpretation if the agency is 
to discharge its functions properly. And 
this it is determined to do. The only 
manufacturers to be exempted from the 
Bureau’s plan to collect on containers 
sold during the past three years are 
those who had the foresight to request 
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the waiver on specific containers and 
whose applications were the basis for 
its most recent ruling in July, 1935. 


Claim Taxpayers Have 
Waived Rights 

Bureau officials 
when pressed for an elucidation of this 
position explained that under the laws 
pertaining to internal revenue collec- 
tions failure of taxpayers to apply for 
exemptions was tantamount to an ad- 
mission that the Government was cor- 
rect in assuming that taxes were due 
from them. In further explanations, of- 
ficials cited the following from 619(a) 
of the 1932 act: 

“In determining for the purpose of 
this title, the price for which an article 
is sold, there shall be included any 
charge for coverings and containers of 
whatever nature, and any charge inci- 
dent to placing the article in condition 
packed ready for shipment. * * *” 

It was the inference given by Inter- 
nal Revenue officials that their previous 
rulings exempting certain valuable 
compacts and cigarette cases, that con- 
tained rouge or other cosmetics only 
incidentally and not as containers per 
se, was a bit of Federal largess. They 
were firmly of the opinion that there 
could be no excuse for other than a 
narrow construction of the rulings. 
They were equally certain that no man- 
ufacturer who had been specifically ex- 
empted from taxation of a specific con- 
tainer would be obliged to pay the tax 
retroactively by any subsequent ruling. 

It was brought to the attention of 
the Bureau that certain members of the 
industry had advised THE AMERICAN 
PERFUMER of attempts by district cus- 
toms collectors to collect taxes on con- 
tainers for which exemptions had been 
obtained. That any such attempts had 
been made was at first denied by offi- 
cials who later said that if there had 
been such efforts they were not advised 
of them and, finally, that if such re- 
ports were correct, the collector was 
acting without authority. 


It is probably surplusage to say here 
that under the rigid rules prescribed 
by Secretary Morgenthau, officials of 
the Bureau of Internal Revenue and 
other Treasury Department agencies do 
not permit themselves to be quoted. 
Suffice it to say that the conversations 
on which this article is based were with 
some of those charged with the enforce- 
ment of manufacturers’ excise taxes. 


First Ruling 
in 1932 

It was in November. 
1932, officials explained, that a ruling 
was first requested on the applicability 
of the excise tax to cosmetics contain- 
ers. The containers there involved were 
cigarette and vanity cases used, inci- 
dentally, as containers of cosmetics. It 
was then held that: | 

“The mere fact that a small quantity 
of cosmetics of negligible value is 
placed in a valuable case does not war- 
rant the conclusion that the latter is a 
container within the meaning of sec- 
tion 619. The only real consideration 
for the price paid is the value of the 
case and not the comparatively negli- 
gible value of the cosmetic which is in- 
cluded to display or set off the case. 
Therefore, such cases are not contain- 
ers for the cosmetics, within the mean- 
ing of section 619. 

“A person who purchases cosmetics 
and places them in such cases is not 
deemed to be a manufacturer or pro- 
ducer of cosmetics. The tax under sec- 
tion 603 is imposed upon the sale of 
the cosmetics to him by the manufac- 
turer and not upon the sale of the as- 
sembly by him. A person who manu- 
factures cosmetics and places them in 
such cases for sale should compute the 
tax on the price of the cosmetics alone 
and bill the same to the purchaser as a 
separate item. 

“However, if the cosmetic inserted in 
a compact, vanity case, or similar con- 
tainer is substantial in amount and the 
fair manufacturers’ selling price of a 
like amount of cosmetic bear a sub- 
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stantial relation to tie saie price of the 
completed assembly, the principal arti- 
cle sold is the cosmetic and the tax un- 
der section 603 of the Revenue Act of 
1932 applies to the total amount for 
which both the cosmetic and the con- 


tainer are sold.” 

Some Internal Revenue officials con- 
tend that a number of manufacturers 
have deliberately misconstrued the fore- 
going language and particularly the 
final paragraph, interpreting it to mean 
that containers were to be exempt from 
the tax wherever the value thereof was 
in excess of the cosmetic contained. 
Such an interpretation is not only un- 
warranted but would render the con- 
tainer tax provisions a futile jesture, it 
is contended. 


No Conflict 
in Rulings 

Suggestions to the 
Bureau that there might be some justi- 
fication for contentions of some manu- 
facturers that there was a conflict be- 
tween the first container tax ruling and 
the modification thereto last July were 
met with an emphatic denial. Aside 
from whatever interpretation the indi- 
vidual might place upon the language 
of the two rulings, there was never any 
intention to alter the “meaning” of the 
first ruling by the later modification, 
the Bureau holds: 

It will be recalled that the July mod- 
ification was occasioned by requests 
from the industry as to the meaning of 
the words “coverings and containers” 
as used in the Revenue Act of 1932 
with respect to toilet preparations. The 
Bureau's contention is that during the 
two-and-a-half years that elapsed be- 
tween the initial ruling and the recent 
modification, a widespread misunder- 
standing of its position had grown up 
and that the ruling of November, 1932, 
had been stretched to include all cos- 
metic containers of substantial value or 
having a value considerably in excess 
of the product it enclosed. 

It was against this background, ac- 
cording to Bureau officials, that the 
agency ruled last July that: 

“There is no authority in the law for 
excluding the charge for a container in 
determining the sale price merely be- 
cause of its higher value as compared 
to the value of the toilet preparation 
contained therein. A case or compact, 
no matter how elaborate, which serves 
no useful purpose other than a cover- 
ing for, or container of, a toilet prepa- 
ration, is obviously a covering or con- 
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tainer within the meaning of 619(a). 

“However, such an article which is 
primarily designed for another pur- 
pose, but, incidentally, contains a small 
quantity of a toilet preparation, is not a 
covering or container within the mean- 
ing of section 619(a). The foregoing 
construction of the statute is consistent 
not only with the general purpose of 
the act to tax luxuries, but also with 
the intent of section 619(a).” 

What will seem to many manufac- 
turers as somewhat incongruous is the 
explazation of Internal Revenue offi- 
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[] Cuemistry & TECHNOLOGY OF 
Wines AnD Liquors. Karl M. Herstein 
and Thomas C. Gregory. 360 pages, 
50 figures, 41 tables, 15.2 by 22.8 em. 
D. Van Nostrand Co., New York. 
Price, $5.50. 

One could not expect a better book on 
this subject, in the length of time the 
authors had to put it together. Then 
too, the original sources of material 
compiled could have been better. The 
literature referred to (bibliography ) is, 
unfortunately, not of the most authori- 
tative nature. 

It is the reviewer’s belief that the 
book could be written in two volumes: 
One on the products obtained from 
grapes, and the other on those obtained 
from grains and mixed mashes. 

The section on manufacturing is par- 
ticularly weak in the discussions of 
whiskey, brandy, rum and gin. Other 
sections that could stand much elabor- 
ations were those on wines, and aging 
by artificial means. 

The only section that has any sem- 
blance of completeness is that on 
analytical methods, and though it is 
quite probable that chemists employed 
in liquor manufacturing plants are well 
acquainted with these methods, it is 
nevertheless a valuable addition to the 
book. 

The most recent book on the manu- 
facture, testing and judging of all alco- 
holic liquors, with the exception of ale 
and beer; 12 chapters are devoted to 
the discussions of liquors and wines 
and four chapters are devoted to theo- 
retical considerations of sugar, 
starches, enzymes, fermentation and 
raw materials. Six chapters are spent 
in describing the manufacture of wines 
and liquors. Three chapters are devoted 
to analysis, tables and methods of in- 


cials that containers, however valuable, 
are not to be considered exempt from 
the tax unless they obviously come 
within the two rulings or have been 
exempted upon application of the indi- 
vidual manufacturer. Elaborate con- 
tainers falling in the doubtful category 
as far as concerns taxability may be of 
the same class or kind as those specifi- 
cally exempted upon application, but 
may be taxed as though there had been 
no exemption accorded to any manu- 
facturer, according to explanation of 
officials. 


OF TECHNICAL BOOKS 


terpretation of analytical results. The 
bibliography is classified as to topics 
included, though the abbreviations of 
journal titles is not in accordance with 
the standards of the American Chemi- 
cal Society. M. G. pe N. 


[| Corrosion, CAUSES AND PREVEN- 
TION. Frank D. Speller, 694 pages, 14.5 
by 22.8 cm., McGraw Hill Book Co., 
New York City, 1935. Price, $7.00. 
141 illustrations. 

Here is a book that combines the 
theory of corrosion and detailed meth- 
ods of preventing corrosion in one 
volume. Though it may seem at first 
glance that the book deals with iron 
for the most part, a quotation of author 
from his book explains this, “Recent 
work on the fundamentals of corrosion 
has shown that the essential phenom- 
ena are the same for all metals and 
alloys, differing only in degree, but 
not in kind.” 

The first chapter dealing with 
“Theories of Corrosion” will clarify 
many doubts and problems facing the 
plant superintendent. In several places 
throughout the book, occur discussions 
of tin corrosion, one of the biggest 
problems in the toilet goods industry. 
These discussions will explain galvanic 
action so often mentioned in connec- 
tion with tin tube corrosion. 

In the appendix is found a list of 
materials used in the construction of 
equipment handling chemicals. 

Many new experimental data which 
have become available since the first 
edition are included in the present edi- 
tion. This is a completely up-to-date 
book, and should be in the library of 
every plant chemist, superintendent or 
production manager. 

M. G. DE NAVARRE. 
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i The Editor toid me to lay off the 
proposed New York City Board of 
Health Regulation on patent medicines 
and cosmetics, but maybe he'll let my 
pencilled nates of the Chemists’ Club 
meeting go through. He _ probably 
wants to thunder editorially and doesn’t 
want me to get in the way. Here are 
the notes (if they get into type) : Knew 
most about the proposition, Ray Schlot- 
terer (he didn’t speak) ; most effective 
speaker, Lee Bristol; best politician, 
Mark Eisner; most modest, H. G. 
Weicker; best all-round mind in the 
place, Bill Preyer; thought they were 
the best, all of the others. Net and 
final result of the meeting, good; but 
they used up an unconscionable amount 
of time in useless palaver. 


& Speaking of birthdays, which we 
were a lot last week, having un- 
dergone one, Marie Earle tried out an 
interesting new copy and illustration 
angle this month. Lines in the tree and 
presumably in the woman’s face and 
Earle preparations for the face! They 
are not recommended for the tree, al- 
though the claims of some manufactur- 
ers (not Earle) make you wonder once 
in a while. 


We have said some rather harsh 
things about the American Medi- 
cal Association both privately and 
publicly, but, for once, we must pat the 
good Dr. Fishbein on the back. (We 
hope it may be a precedent.) In the 
last issue of his very profitable jour- 
nal, in answer to a question on allergy, 
there is the sentence, “However, the 
manufacturers of these products (cos- 
metics) are on the alert; if allergy of 
some new substance is found, they at- 
tempt to provide a harmless substi- 
tute. 
This is a concession if there ever was 
one. Thanks for the kind words and 


may there be many happy returns! 


* 


Since Consumers Research, there 
has been no end of “debunking” 
literature and regardless of knowledge 
or the lack of it, cosmetics seem to be 


This is the Marie Earle Birthday Ad. 
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Inevitably, inexorably, Nature records the age of a tree... 


October, 1935 
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the one subject always selected for the 
attention of the truth finders and dis- 
pensers. It is too bad that in general 
they know so many things which aren’t 
so and give out so many facts that con- 
sist of guesswork and surmise. 

The latest of these works to reach 
this department’s alcove is the cosmetic 
number of “Better Buymanship” by the 
research department of Household Fi- 
nance Corp., Chicago. It is probably a 
little better than some of the others, 
but it still leaves the impression that 
the authors knew little enough about 
the subject. Too bad that everything 
printed isn’t so. Or maybe it isn’t, at 
that. This department would have to 
fold its tent and steal away if there 
were nothing to laugh about or at. 


ft For the third time in as many 
months we find cosmetics and 
beauty treatments used with good effect 
in the treatment of insanity. This time 
a Missouri expert recounts at some 
length their beneficial effects. This 
would seem to take some portion of the 
wind out of the sails of critics of the 
younger generation and of cosmetics. 
If the youth of the land is “crazy” as 
these graybeards say, they certainly 
should use cosmetics. We tried to re- 
verse the argument, but it is too compli- 
cated for our tired brain. Anyhow, you 
get the idea. 


A friend gave this department a 

specimen of the “ice box flowers” 
which are having such a vogue in the 
West. We liked the flower a lot but, 
unfortunately, the person or persons 
who perfumed it missed the rose odor 
by several miles and our rose smells 
for all the world like a gardenia. Now, 
gardenia is an elegant odor and you 
wouldn’t think it would spoil a rose. 
Or maybe it didn’t and our reaction 
was just cockeyed. However, if we were 
selling “ice box flowers,” we’d not go 
too far afield on novel perfume effects 
—not if we had to sell the flowers to 
this department anyway. 

FREEGIFT PATCHIN. 
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1. . PINAUD: Two of Pinaud’s 
newly designed combination packages. 





The men’s line employs an amusing 





wood cut decoration of Beau Brum- 








mel in true nineteenth century man- 





ner. The package contains the popular 





“Lilac Vegetal,” shaving cream and 
tale. (17) The “Lilac 
Time” combination is quite gay, but 
the packages for the face powder, skin 
perfume and skin lotion are without 





box for the 



















































distinction. I fear the nineteenth cen- 
tury cast a “dating” shadow over the 
women’s package, which should have 


been sparkingly modern. 


3... CHRYSON: B. Altman of New 
York has been selected for local dis- 
tribution of an interesting new treat- 
ment line to be handled by only one 
store in each city. Deep ivory opal jars 
3 








are capped with polished brass. Labels 
are rich brown with a Madonna-like 
figure outlined in white, and gold 
label stripes across with the name of 
the product. We rejoice to find two 
cleansers in the line, one for oily skin, 
the other for dry or normal. The 
powder box, cube shape, has a cover 
which lifts off and the imposing powder 
room box with twelve shades of powder, 
protection cream (liquid), powder 
mixer and puffs, is a handsomely boxed 
affair in light ivory, gold and brown. 
if the ecclesiastical 
phere created by design “Chryson” and 
“Katholicon” was 


coincidence ? 


| wonder atmos- 


intentional or a 
4... LIPSTICKS: Four new lipsticks, 


Weil’s new all- 


rhinestone 


each one distinctive. 


ivory case with a base; 


superb for evening—ivory now in- 


vades the lipstick business! Corday’s 
mirror case lipstick. Not too difficult 
to operate and a full view of the lips 
when you put them on. Maybe the gals 
will get "em straight for a change! 
Myon’s jewel lipstick comes in three 
black, red and 
matching jewel top for each. The base 
like. 


Prince Matchabelli’s new case in sev- 


colors, green with a 


rises in three setbacks which I 


eral colors is called a “Crown stick” 


as the top forms the familiar crown. 


5 .. WEIL: These seven dazzling 
golden silken balls housed in a severely 
smart white flint paper box are sachets 
to roll 
Their locomotive proclivities aid them 


around in dresser drawers. 


in covering more ground than flat 














SPECIAL RECOGNITION 


WEIL: “Zibeline” bath oil, box cov- 
ered in dull sap green, edged in white. 
holds the sturdy bottle securely. The 
bottle is concave in design, closed with 
a dull white wooden screw cap with an 
ivory look and “feel.” Eight to ten 
drops of the oil are sufficient for scent- 
ing the bath and the sprinkler top al 
lows it to be dropped out economically. 
The package, while handsome enough 
to carry an extract, is appropriate for 
a bath perfume. It is utterly “right” 
in tempo, feel, eye appeal and product. 


sachets. The perfume is “Zibeline.” I 
hope the big sachet revival is actually 
here! 


6 . . BOXES: These four handsome 
powder boxes, suitable for face, dust- 
ing, deodorant or rouge powder, are 
finished in a rich copperish gold and 
fitted with a practical patented “Spill- 
Preof” automatic feed reservoir. The 


proportions are a vast improvement, 
both in appearance and useability. 


7... NADINOLA: The first company 
to use the new patented “Spill Proof” 
powder feed, is Nadinola. Their paper 
box compact holds the clever metai 
feed ring. 


8. . PHILLIPS: “Eye-Gene,” intr o- 
duced by Scott Phillips, Inc., for hy- 
gienic care of the eyes. Blue glass bot- 
tle, labeled and cartoned to match, 
with a dropper closure, gives one the 
feeling of confidence in the product. A 
booklet puts you quickly in the mood 
to buy. It’s all very nicely done. 


9 . . MARLAINE: “Ramaiia” has gone 
over so successfully in the Marlaine 
shops that it is now being launched in 
department stores. If its record con- 
tinues it may be one of the most talked 
of creams of the season. Incidentally, 
it is described in the folder (a nice one, 
loo) which accompanies it as a “One 
Step Facial.” Not a cleanser, but lu- 
bricant, stimulant and protection for 
the skin. The tourquoise green label 
printed in silver and black conveys a 
nice atmosphere for the product. 


10 . . AYER: This lovely new mani- 
cure case is a most business like affair 
and also holds a complete make-up 
set. In blue leather, lined in blonde. 
compact and complete. I especially 
like the flint jars, silver finished caps, 
moulded with ten sides, as are the 
bottles also. Make-up items are all in 
black and silver, harmonizing with any 
costume or purse, if used for that pur- 


pose. 


11 . . L’;ORLE : Maybe she has a book 

but here’s one she'll like, though not 

literary. Right to the simulated gilt 

edged pages it’s a book, but after the 

first few pages, which describe brilliant 
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ladies who flourished in the 1730's and 
the perfumes Parfum L’Orlé has 
created for them, it gets down to cases 

or rather flacons. The notation warns 
that a drop is sufficient for it’s a con- 
centrate to be used directly on the skin. 
A delightfully whimsical idea. 


12 .. YARDLEY: Foundation 


comes in a blush pink glass jar, capped 


cream 


in perfectly matching plastic. A com 
the 
plexion cream jar, with the same buzz- 


panion piece to familiar com- 


ing bee design motif on the cap. No 
one can tamper with this product be- 
fore it 
the complete seal over the cream. We 


reaches its destination due to 
should have more tamper-proof seals 


on cosmetics today. 


13. . LELONG: “Indiscret,” the new 
Lucien Lelong perfume is somewhat 
of a surprise. The white embossed oval 
box with draped curtains which might, 
when opened, reveal boudoir or stage, 
discloses a comparative small, slender 
bottle. Bowknot stopper, draped cur- 
I’m frankly 
Let’s hope it 
lives up to the expectations of its fem- 


tain body, of frosted glass. 
a little disappointed. 


inine admirers. 


14... CHERAMY: “Cordon Bleu” 
Eau de Cologne is a particularly im- 
A group of bottles 


on a counter caught my attenticn while 


portant package. 


several counters away, making an ar- 


resting impression. The brilliant blue 


—_— 
1 te ee 


11 

readily suggests dynamic activity sup- 
plied by the product (since all eau de 
Colognes should pep you up or they 
The bottle 
holds 16 ounces, shaker opening and 


aren't worthy the name). 


featured for rub down, etc., after the 
When 


will the rest of the eau de Cologne 


bath (which is as it should be). 


people stop recommending it in bath 


water / 


HUDNUT: I'm excited over 


Hudnut’s new “Vogue” 


is... 
perfume, but 
even more so over the sampling gadget 
to be handed out with discrimination to 
worthy prospects. A stroke of genius 
took a diminutive glass vial, dressed 
it up with a snooty tassel and quaint 
booklet no bigger than a minute with 
a few terse words of copy telling the 


“Vogue” story. The bottle rests in a 


luxurious well in the white box, gold 


trimmed, and is itself severely simple 
in line, handsome and generous look- 
ing in quantity. A gold metallic rib- 
bon runs around the bottle and oblong 
stopper, while the matching label is 
stenciled. The odeur is very sweet with 
a fresh, fruity note which is gaining in 
popularity daily. 


16 . . MOLINELLE: A new perfume 
from this stately house makes its ap- 
pearance. This time it’s “Streamline,” 
with the name engraved on the bottle, 
which is encased in a gray suede and 
silver box. The bottle is pyramid fin- 
ished in a silver finished pyramid cap 
and should find many friends, for it is 
a sophisticated medium light oriental, 
with a nice spicy hang over. 


17. . CHANEL: Two interesting gift 
packages presented by Chanel. “Three 
Moods” comprises the famous “No. 5,” 
“Glamour de Chanel” and “Gardenia 
de Chanel,” ready to dance attendance 
on the varying moods of the ladies. The 
other package contains “Gardenia” per- 
fume and face powder, both nested 
deeply in a handsomely made paper 
box. Packages are strictly black and 
white and I wonder if the black has not 
been used a bit too emphatically? This 
color combination is difficult to handle 
without leaving a depressing feeling. 


14 


12 
18 .. LENTHERIC: The charming 
bubble bottle has a pleasant holiday 
job ahead. It’s triplets, and filled with 
“Miracle,” “Asphodele” and “Lotus 
d'Or.” The three bottles rest prettily 
in their satin cubicles while the diag- 
onally cut cover lifts up, displaying 
them fully and yet well protected from 
that the 


counter. 


arms reach carelessly over 


19 . . VANDERBILT: Three Lucretia 
Vanderbilt gift sets are tecing off for 
the Christmas championship. The blue 
butterfly design, long associated with 
the line, dominates the packaging en- 
sembles. Perfume and face powder, Eau 
de Cologne and dusting powder, and 





perfume with atomizer. I want to call 
special attention to the Vanderbilt bot- 
tle used on the Eau de Cologne and 
on other products as well as it is one 
of the most satisfying lotion bottles on 
the market today. 


20 . . QUINLAN: Ina pink and silver 
color scheme, Mary Kathleen Quinlan 
offers “Mist of Dawn,” liquid finishing 


cream, boxed, and face powder as an 
ensemble. Also, “Mist of Dawn,” dust- 
ing powder and Eau de Cologne, in 
pale blue and silver; while “Flowers 
of Rain,” bath essence, comes in silver 
and coral. In keeping with the usual 
good taste of this house, these offerings 
for holiday trade are feminine and 
artistic. 








WHY ONE COMPANY 


A Case History Which May Serve 


As A Waraing To Other Manufacturers 


* 

SELF-PRESERVA- 
TION of either individual or business 
success is the thing nearest and dearest 
to the heart of the manufacturer. Yet, 
ignoring fair trade practices, and fail- 
ure to study any future business trans- 
action objectively, frequently leads to 
a critical situation where the manu- 
facturer, his line, and even his reputa- 
tion are endangered. 

In all business transactions the ele- 
ment of good faith is of primary impor- 
tance. But good faith should not, by it- 
self, be permitted to overrule common 
sense, or serious complications may en- 
sue from which the manufacturer and 
his associates must extricate themselves 
as from a morass; or the tangled ten- 
drils of consequence, which they have 
inadvertently brought upon themselves. 

When I come to analyze the “Case 
History” I am about to cite, it will be 
evident that just such difficulties arose, 
one by one, quietly, unsuspected by any 
of the principals involved, even though 
every one of them could have looked 
ahead, and by so doing averted the ca- 
tastrophe which descended upon them. 
Here’s the set-up of the case 

Vanufacturer perfectly honest, 
fair-minded, earnest, sincere, with a 
really fine line of products, founded 
upon a principle new in the industry. 

Treasurer — with a merchandising 
background not allied in any way with 
the toilet goods industry. 

Consulting Chemist—well known and 
dependable, enthusiastic about the line, 
but not equipped to do manufacturing 
in quantity production, and without ex- 
tensive shipping facilities. But the man- 
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ufacturer did not know these things- 
the first mistake of a series. 

Products—complete line, laboraiory- 
tested for purity, not only by one au- 
thority but by many; years of prepara- 
tion, beautifully packaged, moderately 
priced, in line with the economic trend, 
refinement and feminine appeal in ev- 
ery detail. 

Method of Distribution — sold 
through intelligent, hand-picked wo- 
men, with social and business back- 
ground, in local territories. They made 
money and progress; were allowed an 
excellent percentage, and were enthusi- 
astic about the line. 

Keynote of Set-up—enthusiasm! The 
kind that spreads from the manufac- 
turer right down through the organiza- 
tion; to the store and the consumer. 

Consumer Reaction—amazingly re- 
sponsive, as evidenced by repeated re- 
sales and unsolicited letters of grateful 
appreciation for results obtained. 





The Manufacturer 





All this had taken time, money and 
patient persistence to work out, as any 
manufacturer will indubitably under- 
stand. This manufacturer, be it said, did 
not have unlimited resources, but they 
were ample for a very good beginning 
and for carrying on in a small way a 
very excellent business. 

Into this situation, busy, happy and 
satisfactory for the present, steps the 
promoter. He was not sought, he did not 
horn in; he was introduced quite natu- 
rally by old friends. He, too, became en- 
thusiastic, but being, like most of his 
ilk, cautious and circumspect, he had 
the products analyzed on his own initia- 
tive, satisfying himself about them; 
studied sales reports of women distrib- 
utors and consumer reactions: thought 
long thouzhts to himself and proceeded 
to cement his personal relationship with 
the manufacturer. 

He was, as are most of his fellows, a 
brilliant, personable, magnetic man, 
with the gift of carrying conviction as 
his stock in trade, and either proposed, 
or by means of clever, adroit word im- 
agery and subtle suggestion, precipi- 
tated a bright idea! Why not do this 
thing in a big way? Put it in the stores 
throughout the country, starting in a 
particular market, say “Blank,” a con- 
servative eastern city, known for its 
sturdy adherence to safe merchandising 
principles and quiet, steady promotion 
methods, If it sells there it ought to sell 
anywhere! 

The manufacturer had had the idea 
of wider distribution all along, but in- 
tended waiting until the normal growth 
of the business would warrant such a 
move, since it would take a lot of 
money, more than was available just 
then. 

The promoter opined casually that 
the money could be gotten, provided a 
plan was evolved making it a plausible 
and practical banking proposition. The 
treasurer endorsed the idea, and they all 
sat down to devise ways and means. 
Naturally, the chemist, too, was eager 
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to progress. Thus the germ was planted, 


and from then on the big idea was up- 
permost in the minds of all four. 

How should they introduce the big 
idea to “Blank,” the city agreed upon? 
Well, the promoter knew a glorified 
sales girl who had introduced another 
line of products. When asked about it, 
she indicated her interest, and that was 
that! 

Now, of course, there had to be a 
merchandising and promotion plan 
worked out, advertising provided for. 
The promoter knew of a prominent per- 
son in the industry, skilled in advertis- 
ing, merchandising and sales promo- 
tion, and made an appointment to in- 
troduce the manufacturer and the line. 


So far, so good. 





The Chemist 


The prominent person thought about 
the beauty of the packaging, and some 
days later, armed with a list of ques- 
tions she wanted satisfactorily answered 
before she would have anything to do 
with the products, interviewed the man- 
ufacturer again. Convinced by the very 
frank and sincere answers to her ques- 
tions that this was not “just another 
cosmetic line,” she was really interest- 
ed, but before she would deliver an 
opinion on the merchandising possi- 
bilities she tried out the entire line in 
practical use. 


October, 1935 


Several weeks went by. Meanwhile 
the promoter assiduously cultivated the 
prominent person; introduced the glori- 
fied sales girl he had recommended into 
the picture, to start the selling campaign 
in “Blank.” 

At this stage of the procedure the 
promoter sold the manufacturer and 
the treasurer the idea that he ought to 
«o to Washington to secure the coopera- 
tion and opinions of several experts in 
the Food and Drug Department; to get 
all the data possible on competitive 
products; to find out what progress was 
being made with the proposed legisla- 
tion, and how it was likely to affect the 
“Big Idea”! 

He went, and the manufacturer paid 
his expenses. He was to be gone two 
weeks, at the outside. He stayed six— 
undoubtedly attending to several other 
matters in connection with some of his 
other projects while he was there—and 
it cost the manufacturer a thousand dol- 
lars—which the organization could ill 
afford, and a great deal of anxiety as to 
what was actually transpiring in regard 
to his business. Telegrams and phone 
calls were expensive, but not satisfac- 





tory. Letters were elusive or ambiguous. 
But the manufacturer and the treasurer 
blandly accepted it all. 

Meanwhile the sales girl had been 
engaged, sent to the city selected for the 
sales test, and was turning in enthusi- 
astic reports as to buyers seen. progress 
made, and orders promised. The manu- 
iacturer was overoptimistic as to where 
the money was coming from, and by this 
time all steamed up over the possibili- 
ties, called up the prominent person, en- 
gaging her services to prepare a mer- 
chandising and advertising plan for the 
forthcoming campaign. Before commit- 
ting herself, however, the prominent 
person took the precaution of putting 
the proposal made to her in writing. 
Then she got in touch with various 
sources; made out an estimate of care- 
fully prebudgeted costs, and declined to 
proceed further until they were okayed 
and signed. This preparatory work was 
predicated upon the integrity and repu- 
tation of the prominent person, that all 
bills would be met by the company. 

By the time the promoter returned 
from Washington an advertising sched- 
ule had been made out, copy planned 
and written, art-work sketches and lay- 
outs submitted. The promoter was pres- 
ent at a conference during which these 
things were okayed and signed by the 
treasurer. Not an element of doubt as 
to the ability of the principals to meet 


these obligations was even suggested. 

The promoter assured the principals 
that the financial structure was now 
complete, and sallied forth to get his 
backing. After several weeks one bank- 
er turned it down. The promoter had his 
alibi ready: the treasurer’s figures were 
overoptimistic; the banker knew this 
and he wouldn't invest. 

The next time the data was submitted 
the figures had been changed. But the 
next outfit wanted 51 per cent of the 
stock. The treasurer turned this down. 
Another firm refused it because it was 
already committed to a cosmetic pro- 
gram. 





The Treasurer 


All this 


months, the 


time, which consumed 
manufacturer, 
and chemist were champing at the bit, 
but the promoter assured them that fi- 


nancial transactions could not be hur- 


treasurer 


ried; to do so would be to imperil the 
whole structure. But if they could pro- 
duce some real orders it would facilitate 
the entire transaction. 

So a radio broadcasting program was 
initiated, and the continuities written, 
upon the securing of an order from a 
large department store in the territory 
previously selected. The prominent per- 
son called upon a number of buyers in 
the metropolitan area and was prom- 
ised future orders and cooperation. 

Finally the promoter secured the in- 
terest of a banker who represented Big 
Voney! No one will ever know exactly 
what transpired at their conferences, of 
course. The banker was interested in the 
product, but coldly, conservatively, de- 
void entirely of the human interest ele- 
ment. The promoter carefully kept his 
principals in the background, secured 
written records of their past activities, 
submitted a new and revised set of fig- 
ures, and reported with deleted excerpts 

(Continued on page 111) 


- 
se 








Eight Practical Design Suggestions for 


PRODUCTS that live 


by RUTH HOOPER LARISSON 


AGAIN the bound- 
less storehouse of the Metropolitan Mu- 
seum of Art reveals a glimpse of inspi- 
ration for the packaging-minded manu- 
facturer. This time we have rubbed our 
Aladdin’s lamp and brought forth some 
extremely stimulating ideas for glass 
containers. Every time a handsome new 
liquor bottle enters the market I feel I 
must apologize to somebody—some- 
where—for the lack of beautiful new 
bottles for toilet preparations! The 
liquor people—thanks to the impetus of 
repeal—are actually deluging the mar- 
ket with exceptionally well-designed 
and refreshingly different containers. 
Perhaps a spell of prohibition of toilet 
goods followed by a “repeal” would do 
the same for cosmetics! Let’s not de- 
pend on that—but rather upon our- 
selves to stimulate a renaissance of in- 
teresting bottles. Surely we know that 
not all liquid cosmetics call for such 
bottles, and I would go so far as to say 
that only here and there can a logical 
place be found for them. But those 





1. 17th to 18th Century, French or 
Venetian 
2. 1720—Bohemian 


Photos Courtesy Metropolitan Museum of Art 


“heres and theres” are sadly in need of 
some pepping up right now. 

The accompanying photographs, 
which I want to talk about in detail a 
little further on, are only a sample of 
what the past can offer in the way of in- 
spiration and actual designs for use in 
the present and future. While these bot- 
tles, dating from the sixteenth to the 
nineteenth centuries, are hand-made, 
each one would lend itself, with some 
few adaptations, to a machine-made 
product of today. Recent definite im- 
provements have been made in glass 
moulding, improvements as to the tex- 
ture, clearness and beauty of the glass, 
as well as to the refinements of manu- 
facture, and these have all prepared the 
way for some really important glass 
packages. It now remains up to the cos- 
metic manufacturers to desire, order, 
and use them to the delight of the con- 
sumer and the improvement of the sales 
report. 


Just in case some reactionary skeptic 
( pessimist at heart) shakes his head and 








in GLAS 





3. 1730—Bohemian 


says, looking at the photographs, “Oh, 
yes, they are nice but impractical 
couldn't be made — couldn't this 
couldn’t that—” I want to say here that 
! have discussed these very photographs 
n detail with a member of a glass man- 
ufacturing company whose knowledge 
ond experience | have found, over a pe- 
riod of years, to be unerring in meeting 
problems which I, myself, have brought 
to him. He says conclusively that with 
only such adaptations as would be ob- 
viously desirable in adapting these de- 
signs for use as cosmetic containers, 
they are all absolutely practical. Now, 
having taken care of the skeptics, let’s 
fo on 

Even though every one of these eight 
glass receptacles can be reproduced to 
advantage by machine process, there is 
no doubt that they would be glorified if 
made by the subtler hand processes. 
Where a color is added to the flint or 
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4. 1730—Bohemian 


transparent glass it can be accom- 
plished by the cased glass method. This, 
as is well known, is a hand process. An 
outside coating of colored glass is 
placed over the inner transparent layer 
and then it is ground down to the trans- 
parent layer according to the design. 
Another process is that of spraying the 
inside of the container with a color and 
1ebaking the piece, giving a changeable 
two-tone color effect, especially at 
edges or where the walls are thin. The 
additional color in cased glass general- 
ly costs about 40 to 60 per cent more 
than the plain glass due to the amount 
of hand work involved. Of course, the 
sprayed process costs considerably less. 
While both of these methods are con- 
stantly in use abroad for cosmetic con- 
lainers, stem ware and ornaments, the 
sprayed method has also been done here 
in American glass factories. 

Another very successful method of 
glass decoration which is being carried 
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5. 17th Century—German 


on in several of the domestic factories is 
that of etching a design on the outside 
of the glass. The etched surface is then 
sprayed in any color and baked. Since 
this is a hand process it naturally in- 
creases the cost slightly, but it improves 
the appearance tremendously. Bottles 
designed with very intricate surface em- 
bossing call for moulds which are care- 
fully hand finished—the metal of the 
mould practically carved to a minute 
perfection of design accuracy. Such 
moulds must therefore cost somewhat 
more than less intricately designed pat- 
terns which run to general average 
costs. As has been said before in these 


pages, each job must be figured sepa- 
rately, since no two jobs are likely to be 
identical in time, labor, or costs. 








6. 18th Century—Austrian 


Still another very effective method of 
decorating glass is that of frosting. And 
I am not referring to the old-fashioned 
all-over frosting, either. A design can 
be worked out which calls for as little or 
as much frosting as desired and the 
frosting is used just as you would use 
an additional color. That part of the 
surface, smooth, raised or recessed, 
which is to be left plain, is masked and 
the frosting applied to the remainder. 
It picks up the design, and the finished 
product is a very modern and intensely 
interesting decoration. Now with these 
semi-technical details in mind, let’s take 
a look at the sweet old glass pieces 
which craftsmen labored lovingly over, 
making probably only one of a kind in 
each case, and making them entirely by 
hand. 


7. loth Century (?) French 


8. 1820-30—Bohemian 
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No. 1: This is a French or Venetian 
bottle from the seventeenth to eight- 
eenth century. Much of the charm lies 
in its slight irregularities of design, and 
in producing a modern copy these 
points should be borne in mind. Per- 
fumes, lotions, colognes, would all feel 
quite at home in it. Note the substantial 
base, a point which is of paramount im- 
portance in designing bottles. The clo- 
sure, if the bottle is to be machine-made, 
could be of plastic following the exact 
shape and height of the neck of the orig- 
inal bottle. Certainly no higher and no 
greater in diameter. One of the dia- 
mond-shaped areas could be slightly 
flattened for the label (if used for a lo- 
tion), or, with a smart tag label at- 
tached by a cord to the neck, it could be 
used for a perfume. 

No. 2: This charming piece of en- 
eraved glass, Bohemian, circa 1720, has 
so many possibilities I must limit my- 
self to only a few of them. While the 
fine engraving is a bit too delicate for 
the machine-made container, a greatly 
simplified adaptation of it would be de- 
lightful. Or, forget the etching idea en- 
tirely and just consider the unusual 
shape with the series of two, three and 
four raised bands placed in such beauti- 
ful proportion, meeting the panel on 
each side with the panel itself project- 
ing beyond them. Now, turn the maga- 
zine upside down and look at it with the 
base for the top! Here is an ideal con- 
tainer for bath salts, talcum powder, or 
any other article which calls for a wide- 
necked glass bottle. Or, again, simply 
adapt the idea of the embossed rings 
and the raised panel for a lotion bottle. 
A dozen beautiful and different pack- 
ages could spring from inspirations 
contained in this one piece! 

No. 3: Another bit of Bohemian 
glass, circa 1730. A decanter in its orig- 
inal state, but just hold your hand over 
the handle, and see the perfect perfume 
bottle! Even to the spot waiting for a 
label on the side! Of course, a handle 
which starts at the neck and carries 
down to the body of the bottle is not at 
all practical in machine bottle-making. 
If you are flirting with this design for a 
perfume or eau de Cologne, be sure to 
use a metal cap which follows the exact 
lines of this one, for it simply belongs 
on the bottle. 

No. 4: This, too, is Bohemian glass, 
1730. When you examine the design 
carefully you will see the marked sim- 
ilarity to No. 3. The use of the center 
motif on the side with the bubble effect 
and many-pointed star arrangement fol- 
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lowed by another row of bubbles, 
brings the two designs into close rela- 
tionship. Yet the two containers are 
really quite different in feeling. Be- 
tween them you should gather enough 
ideas to last youa year! Any one of the 
design elements could be incorporated 
in a lotion bottle either through good 
adaptation or with such variation that 
one would hardly recognize their orig- 
inal source. 

No. 5: This is late seventeenth cen- 
tury from Germany. The transparent 
glass is set off with emerald green glass. 
Again it could be a perfume bottle, 
chubby, steady on its base, exotic in de- 
sign due to the curious raised circles 
which give an almost jeweled effect. Or, 
with adaptations, the design could be 
used for any other liquid or lotion cos- 
metics. More variations and a glass 
powder box would appear! But remem- 
ber to let your machine reproduction, 
as mentioned before, follow the so- 
called imperfections of the design rath- 
er than to pour it into a blueprint with 
such final accuracies that its very life 
would be smothered. The seeming inac- 
curacies of the hand-made product can 
be duplicated just as easily by the ma- 
chine alone, as the mould does the orig- 
inal duplicating! Such inaccuracies 
often lead one to believe a machine 
piece is hand-made when the finishing 
is sufficiently perfect to leave no indica- 
tion of the mould. Here is a chance for 
using an additional color by means of 
etching and coloring or by replacing 
the design, now colored, with frosting. 
It would really be very handsome with 
frosting. The cap could be finished in a 
circular effect like those on the side, and 
should be designed to the exact propor- 
tions which the other dimensions call 
for. 

No. 6: This eighteenth century Aus- 
trian glass you may think needs no 
further examination by you—but just a 
minute. Have a careful look at the flow- 
er-stem-and-leaf design around the base 
which expresses cosmetics or perfumes 
in every line. Very modern, really! 
Also the beading effect around the me- 
dallion indicating a nice way of pre- 
paring the spot for the label to appear. 
Take these design elements and use 
them on any type of a suitable cosmetic 
container and you can have something 
both charming and appropriate. 

No. 7: This is probably sixteenth 
century and listed as a French Orna- 
ment, decorated with a blue thread of 
glass. This again talks perfumes or cos- 
metic liquids. The extreme flare at the 


top might have to be modified for prac- 
tical purposes, but in general it is suit- 
able for almost exact reproduction. 
Here is a grand opportunity to use the 
etching process with the color baked on, 
following the designs, particularly the 
one to the right. With the three crescents 
intertwined in quite Near East feeling, 
it would be most aprpopriate for an 
Oriental type of perfume. The insignia 
on the right gives the impression of two 
initials, the second D reversed. With 
but slight changes it would do for the 
monogram of several companies I can 
think of. Let the stopper be round, the 
same color as the etched glass and care- 
fully proportioned to suit the container. 

No. 8: Here is a very impressive re- 
gal-looking glass. Bohemian, and some- 
time between 1820 to 1830. Color is also 
indicated here, but frosted glass could 
serve instead for a machine-made job. 
Of course, it’s a “natural” for the cased 
glass process and the jewel effect of the 
design adds to its atmosphere of pomp 
and circumstance. The cut-in foot could 
be repeated at the top so that it would 
come to a neck gradually enough for all 
practical purposes. The stopper, mould- 
ed or metal (if the piece is to be ma- 
chine-made), should repeat the design 
of the side. If hand-made, the glass 
stopper could also repeat the design. 

Here are only eight pieces of six- 
teenth, seventeenth, eighteenth and 
nineteenth century glass which fit per- 
fectly into the modern tempo of cos- 
metics and would add vastly to the pres- 
tige of any manufacturer using them to- 
day. Within those museum walls are 
countless more! Why don’t you have a 
look at them for yourself? 


DETERMINING CLAY IN 
SOAPS 


Heat 3 g. of soap on the water-bath 
in a porcelain or platinum crucible 
containing 5 cu. cm. of water. Add 3 
cu. em. of concentrated muriatic acid, 
after which evaporate and reduce to 
ashes. Now heat the crucible and its 
contents in a 350 to 400 cu. em. beaker 
with 150 cu. em. of water, and after 
removing the crucible pour the liquid 
through a weighed filter. Wash the filter 
residue several times with hot water 
(to remove the muriatic acid) and dry 
at 105 deg. with the filter and weigh. 
Filter and clay can also be reduced to 
ashes. The method cannot be used if 
the soap also contains waterglass.- 
A. Sokolow and A. Geller. Maslob. 
Schirow. Djelo. 
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EDITORIALS 





Arbitrary Alcohol 
Rules Alarming 


Most of us had thought that 
the end of prohibition and a 
return to more or less sanity 
in alcohol administration would be coincident. We did not 
so much mind the unusually strict regulations of the Bu- 
reaus during the period when they were faced with the 
enforcement of an unenforceable law impinging upon the 
personal habits of the population. We did, however, wel- 
come repeal with the idea that it would bring the end of 
unfair and hampering rules, made necessary by prohi- 
bition. 

It seems that we were mistaken! For a time, it is true, 
the situation looked brighter and we were apparently on 
the way to sane alcohol regulation. Rules, made under the 
excellent regime of Dr. Doran (would he were back!), 
were being continued, and industry, apparently, was to 
continue its assistance and advice to the Treasury on regu- 
lations which would prevent diversion of industrial alcohol 
and at the same time permit legitimate users to operate 
with some degree of freedom. 

Last spring there were disturbing indications that the 
advice of experts in the industry was not being taken too 
seriously. In June, a new and untried denaturant was an- 
nounced for the rubbing alcohol formula. In May, a Trea- 
sury Decision prohibited permit holders from withdrawing 
in any one month more than one-twelfth of their year’s 
permitted supply. At about the same time, one of the best 
of the CD formulae was revoked, leaving only two, neither 
of which was satisfactory in some industries. All of these 
activities were against the advice and over the protests of 
those in the field who know the situation from long and 
painful experience. 

The height of mistaken and arbitrary action has, how- 
ever, been reached in the new rulings on the so-called per- 
fume formulae, 39, 39-A, 39-B, and 40. Here the Bureau 
has prescribed a denaturant wholly objectionable in some 
preparations and, because of its camphoraceous odor, 
scarcely the best in any. In spite of the literature and the 
experience of users of this product, the Bureau defends its 
action by saying that the new denaturant “has no odor.” 
We might wonder where it got its samples or if perhaps a 
bad head cold was epidemic in Washington when its tests 
were made. 

Perhaps, however, the industry might adapt itself to the 
odor of tertiary butyl alcohol. We have done a great many 
impossible things in the past to satisfy the Treasury De- 
partment on alcohol. We cannot, however, see the right or 
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justice of placing the entire industry at the mercy of. a 
patented denaturing process. U. S. patent No. 1,919,145, 
issued June 18, 1933, to Van Schaack Bros. Chemical 
Works as assignee of Robert Calvert, covers a mixture of 
ethyl alcohol and tertiary butyl alcohol in the compound- 
ing of a denatured alcohol formula! 

Either the Bureau did not know of this patent when it 
issued its new regulation on the “perfume formulas,” or it 
was well aware of the patent. In either case, its action was 
wholly without warrant and against the best interests of 
industry, which are supposed to be safeguarded by the 
alcohol laws. 

We can think of no explanation which will excuse this 
action. The Bureau must withdraw the regulation with or 
without an apology, if it is to maintain any respect in the 
industry. 

All of these troubles and difficulties seem to arise out of 
the apparent desire of the Bureau to proceed without the 
advice and assistance of the trade. Unless the former co- 
operation is restored, we may expect to see more of these 
errors. May we not hope for a speedy restoration of the 
former methods of drafting and enforcing regulations? 


New York City’s Board of 
Health has proposed an 
amendment to the city’s Sani- 
tary Code which would be more than disastrous to many 
manufacturers of cosmetics and throw a severe additional 
burden upon this industry, already struggling under an 
unwarranted tax burden. Manufacturers, not only in New 
York but throughout the country, would be affected by the 
amendment should it be adopted. And, unfortunately, it 
is one of the most difficult things in the world to combat 
a regulation proposed by the New York City Board of 
Health. 


In order to understand the difficulties of the situation, it 


A Dangerous Health 
Regulation 


must be known that the powers granted to the city under 
the New York City Charter place the Sanitary Code prac- 
tically beyond appeal to the Courts. The Board of Health 
is given complete authority to promulgate rules of all sorts 
affecting the health and sanitation of the city. These rules 
are not reviewable by the city government (Mayor, Board 
of Estimate and Apportionment, or Board of Aldermen). 
Only in a few instances are they reviewable by the courts. 
The Board of Health of New York City is one of the most 
autocratic bodies in the world. 

Practically the only opportunity to combat the new regu- 
lation occurs at the hearing before the Board of Health. 
This Board is composed in the main of physicians of a 
very conservative type. They are men with whom the 
usual commercial arguments are not effective. They are 
not very likely to be swayed by legal arguments or state- 
ments presented by lawyers. They are susceptible, if at all, 
principally to the arguments of physicians or those directly 
or closely connected with the problems of public health. 
This makes the problem of the cosmetic maker, and more 
particularly of the proprietary medicine manufacturer, 
whose products are also affected by the proposed amend- 
ment, difficult in the extreme. 





















It is understood that the new proposal originated with 
the Commissioner of Accounts and amounts principally to 
a revenue measure. It is put through the Board of Health 
because of the greater ease of this method and the known 
apathy of the Board to any sort of political pressure. 

As to the regulation itself, it is about as bad a law as 
could well be framed. Its first provision is for the licensing 
of products sold in New York City with an initial fee of 
$25 for each and a renewal fee of $10 each for subsequent 
years. Following are the severest sort of restrictions which 
include formula disclosure, with the formulas open to state 
and federal officials; complete censorship of labels and 
advertising; a provision prohibiting any change at all in 
the formulas or the labels; submission of advertising copy 
three months in advance of publication; imprinting labels 
with registration numbers; and, by implication, possible 
prohibition of a considerable number of named ingredients. 

As for the registration fee, it is not a very considerable 
item in itself, although burdensome enough. But there is 
every reason to believe that if the regulation can be ap- 
plied in New York with an addition to revenues estimated 
at from $400,000 to $800,000 annually, other large cities 
will not be slow to take advantage of the new source of 
funds. The ultimate cost of doing business in the United 
States staggers the imagination. 

As for the regulations, they are unreasonable, far be- 
yond any need for the protection of health in the city. They 
go far beyond the wildest dreams of those behind the “Tug- 
well Bill.” They are without reason, rhyme or excuse. 
What they would do to the cosmetic business in New York 
City cannot be estimated. 

Aside and apart from their effect upon industry, how- 
ever, would be the effect upon business in the city. It is a 
wonder that this was not taken into consideration when 
the measure was first conceived, for the effect upon the 
city’s sales tax of the passage of such a law would un- 
doubtedly more than offset any anticipated revenue. 

In addition, the control and regulation of medicines and 
cosmetics is peculiarly a Federal function. State regula- 
tion is rarely successful and local regulation could not be. 
Imagine food, drug and cosmetic laws in each of the coun- 
try’s cities and the effect upon business of varied methods 
of enforcement, even if, by a miracle, the laws could be 
made reasonably uniform! 

The Copeland Bill will undoubtedly be passed in some 
form at the next session of Congress. Its provisions are 
adequate for protection of health and are in general satis- 
factory to industry. Must New York City go far beyond 
them and interfere with the entire cosmetic business of 
the country, control its products, censor its advertising and 
in general hamper and injure it? 


Reason, Caprice or 


Our Washington Bureau 
Revenue? 


sends us this month the most 
interesting and important tax 
story which has come out of the Bureau since the early 
days of the excise tax. This is the tale of the efforts of the 
Internal Revenue Bureau to make its ruling of July on con- 
tainers retroactive to the beginning of the excise tax in 1932. 
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We quite understand the desire of the Bureau to bring 
its collections of excise taxes into line with the early esti- 
mates as to how much these taxes should yield. No one can 
or will complain about the Bureau so long as its collection 
work is in line with the law as Congress passed it. We may 
rail at the law and at Congress, but reasonable collection 
activities on the part of the Bureau are a legitimate part of 
its work. 

There is, however, a vast and woeful ignorance in the 
Bureau about the working of the cosmetic industry, despite 
three years of experience in collecting taxes from it. There 
also seems to be some unwillingness on the part of the 
Bureau to acknowledge what may have been mistakes in 
the past and to rectify these mistakes by clear-cut and un- 
derstandable rulings along the right lines. 

The ruling of July, in which a definite and, we believe, 
correct statement of the law regarding containers was first 
promulgated, certainly modifies ST 559, and as interpreted 
by the officials of the Bureau in certain districts also contro- 
verts the so-called “Charest Ruling” G.C.M. 11522 on “who 
is the manufacturer.” There is no question under the law 
that ordinary containers are taxable, even though the 
Bureau in the two rulings cited specifically held that in cer- 
tain cases they were not taxable. 

Thus far we go along with the Bureau. On future trans- 
actions, the new ruling of July is quite understandable and 
correct. When, however, Washington attempts to penalize 
manufacturers who have operated in good faith under the 
previous rulings, it goes beyond what seems to be good law 
and certainly transgresses good morals. 

There might be some excuse for the attitude of the Bu- 
reau regarding preparations on which the question of pri- 
vate brand@@@®es not arise. S. T. 559 was sufficiently vague 
to permit such an interpretation. There is, in our opinion, 
no excuse for any attempt to collect alleged “back taxes” 
paid under the “Charest ruling,” and certain none what- 
ever, even under the new ruling, for assessments which 
have come to our attention against companies holding spe- 
cific exemptions in writing from the Bureau. 

We should prefer to believe that local officials in their 
recent activities on the collection of back taxes have not 
been directed by Washington and that these activities have 
been the results of a misconception of the intention of the 
Department. In fact, that would be our belief were it not 
for the fact that the Bureau, itself, has advised our Wash- 
ington correspondent that it meant to campaign for the 
collection of taxes under the new ruling all the way back 
to the beginning of the excise tax in 1932. 

We hope the industry will carry its case as far as may 
be necessary to clear this situation. We can operate under 
almost any ruling, but we cannot operate at all if the Bu- 
reau is to continue its policy of self-reversal every time it 
wants to get a little more revenue. Congress never intended 
industry to be thrown into a confusion by a Bureau which 
apparently cannot make up its mind. More reason and less 
caprice would probably result in more revenue. It would 
certainly result in more peace of mind on the part of the 
manufacturers of toilet preparations upon whom the whole 
tax falls with an ever-increasing burden, largely because of 
the recent peculiar activities of the Bureau. 
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by L. J. WYCKOFF, formerly collabo- 
rator, and A. F. SIEVERS, Senior 
Biochemist, Division of Drug and 
Related Plants, Bureau of Plant In- 
dustry, U. S. Department of Agri- 
culture 


Ewing Galloway 


GOING back to 
1928, when the first seedings of true 
lavender were made, seedlings were 
produced from various fall and spring 
seedings both at Bothell and Seattle, 
and were set out on approximately 
two acres at Bothell. Most of the 
smaller seedlings were set in nursery 
rows, but one-seventh of an acre was 
set with the first seedlings about 1 foot 
apart in 2-foot rows and this area was 
harvested for the first time in 193] 
(mostly the larger 1929 seedlings with 
the few which had been produced in 
1928). From this, 360 pounds of ma- 
terial were cut and 330 pounds dis- 
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LAVENDER GROWING 


IN AMERICA 


tilled, producing about 24% pounds of 
oil. The results of these distillations are 
the only data that have been obtained 
as to quantities per acre and these are 
by no means truly indicative of what 
may be expected from an established 
field in which the plants are properly 
spaced. 

The above material was distilled in 
several lots under various conditions 
with respect to time of distillation, 
temperature of condenser water, etc., 
the details of which need not be given 
here because no clear indications of 
the effects of such manipulations could 
be gained from such limited tests. In 
several cases, the oil was collected in 
two fractions, the first usually repre- 
senting the bulk of the oil obtained, but 
here again the data secured were in- 
conclusive. Laboratory examinations 
of these oils was limited to the deter- 
mination of the acid number and per- 
centage of linalyl acetate. The fermer 


ranged from 0.14 to 1.68 per cent and 
the latter from 31.85 to 43.75 per cent. 
A redistillation of distillate water was 
also made from which a small quan- 
tity of oil containing 9.8 per cent of 
esters was obtained. 

By this time the four acres in use at 
Bothell were badly crowded and con- 
ditions there did not warrant clearing 
more ground. After a thorough survey 
of the whole region, the district adja- 
cent to Port Townsend, about 40 miles 
northwest of Seattle, was selected as 
being the most tavorable climatically 
and a site of some 160 acres purchased 
on Oak Bay, about 1 mile east of Chim- 
acum. At this time it appeared that 
some of the large users of the oil might 
become interested in undertaking a 
considerable expansion at that point 
and that a commercial development 
could be expected if the quality of oil 
secured seemed to warrant it. As spe- 
cialists in the trade had declared the 
oil to be of excellent quality, enough 
ground was cleared to make a nursery 
site for the plants, some road building 
done and a cabin constructed. While 
it was not possible with the limited 
funds available to get the ground in 
very good shape for the plants, it was 
cleared after a fashion and the plants 
moved in March, 1932. It seems prob- 
able that if it had been possible to con- 
tinue at this location that the gross re- 
turns per acre would have exceeded 
those at any other location considered, 
but throughout the Puget Sound dis- 
trict the upland soils suitable to this 
plant are heavily timbered and only 
small isolated tracts have been cleared. 
The contours are broken so there are 
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few large areas sufficiently level to per- 
mit machine cultivation, consequently, 
a somewhat larger area must be cleared 
than is to be actually used, in order 
to secure the net amount of cultivable 
ground desired. Clearing of such ground 
is very expensive, running up to several 
hundred dollars per acre when done in 
small tracts and without the assistance 
of several years of time. As a result, 
the initial cost at this location would 
have been very high. As the expected 
consumer interest did not develop, 
some new move was necessary, as the 
plants, even with the major set-back 
from the close trimming resorted to in 
order to cut down the bulk for the 
move, had taken hold wonderfully and 
were growing so fast that it was only 
a question of a short time until they 
would be suffering from serious over- 
crowding. 


Results at Chambers Prairie 


Since it was impos- 
sible at the time to even clear up a few 
more acres and spread the plants out, 
an arrangement was made to rent 10 
acres at Chambers Prairie, about 7 
miles southeast of Olympia, and move 
half the plants there in the winter of 
1932-33. The remainder were left with 
relatively little attention, but furnished 
material in the summer of 1933 for dis- 
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Same field as shown 
below photographed 
in 1935. The first 
trimmed row on 
right cut by hand, 
those on the left cut 
by machine. 


Layered plants and 
seedlings of laven- 
der at Chambers 
Prairie. The seven 
rows of layered 
plants on left were 
set out in the Spring 
of 1935, the next 
four rows to the 
right are seedlings 
about 18 months 
old. Photographed 
August, 1935. 


tillation. This general district had been 
under consideration for some time as 
the initial cost of a development at that 
point would be much less, but it had 
been relegated to second place, as the 
climatic features were not quite so good 
and the ultimate size of the plants 
would probably be quite a little less. 
It offered the best chance of an inex- 
pensive development, but the gross re- 
turns per acre would be much less than 
those from the Chimacum location. 
About half the larger plants were 
moved from Chimacum during Decem- 
ber of that year (1932) and used to set 
out two acres with plants 4 feet apart 
each way. After the experiences with 
crowding at the other two locations, it 
seemed necessary to allow this much 
room, particularly as there was no tell- 
ing how long it might be necessary to 
leave the plants there since, if they 
were to remain for several years, the 
extra room might be needed. Results 
indicate that the plants here were set 
as much too far apart as they had been 
too close together before and that on 
this dry, light soil the tendency was 
for the plant to produce a somewhat 
smaller, more compact bush. In addi- 
tion to this fact, the plants by two 
moves in less than a year had been cut 
back to stubs that, like a pollarded or 
top worked tree, would require several 


years to build up a framework which 
would support a normal crop of blos- 
soms. Despite these facts and very un- 
favorable weather conditions during 
December and January, which pre- 
vented the setting out of the plants as 
promptly as was desired, they took 
hold and made a wonderful growth. In 
addition, they withstood weather con- 
ditions that were the worst experienced 
in many years and that should have 
affected them adversely, if anything 
would. Although considerable losses 
were expected, particularly from one 
sudden cold snap in February which 
came immediately after a warm spell, 
the plants came through without any 
loss nor has there been any loss since 
then except for the occasional plant 
torn out by horse cultivation during 
the summer or some other similar out- 
side influence. Results were so satisfac- 
tory that the remaining large plants 
were brought from Chimacum in 
November, 1933, and used to set out 
three more acres, four feet apart each 
way. Several thousand seedlings were 
also brought down and set out in nurs- 
ery rows and the Chimacum planting 
entirely abandoned. 

During the summer of 1932 no dis- 
tillations were made as the first year 
after moving but few blossoms are 
formed. However, in 1933 facilities for 
operating the still were secured at 
Hewitt Lake, some three miles from the 
planting. A small amount of blossoms 
(130 pounds), were cut from the plants 
remaining at Chimacum and hauled to 
the still (about 110 miles) and put 
through in three runs. In addition some 
75 pounds was cut from the newly set 
planting on the prairie and distilled 
for comparison, about a pound and a 
half of oil being secured from about 
200 pounds of blossoms. The quality 
this year was not as good as previously, 
as fairly heavy showers just previous 
to cutting time, which are very unusual 
at that season, not only shattered a con- 
siderable part of the individual florets, 
but gave the oil a slightly moist odor. 
That this probably affected the ester 
content as well is indicated by the fact 
that the oil from the Chimacum plant- 
ing shows an ester content some 5 per 
cent higher than the oil from the 
prairie cutting. This is to some extent 
explained by the fact that there is quite 
a little less rain at Chimacum and the 
blossoms from there were cut two days 
earlier than the others and escaped the 
heaviest showers experienced on the 
prairie, a day later. 
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The material from Chimacum was 
distilled in three lots of about 40 
pounds each, the oil in each case being 
collected in two fractions, the first 
representing, the first 15 minutes, and 
the second the next 30 minutes. The 
ester content was practically the same 
in all cases ranging from 45.5 to 46.5 
per cent. About 90 per cent of the oil 
came over in the first 15 minutes. The 
material from the plants at Chambers 
Prairie (moved from Chimacum the 
previous winter) was distilled in two 
lots of 35 and 40 pounds, respectively. 
Here again the oils were collected in 
two fractions, the first representing 15 
minutes of distillation. The two frac- 
tions from the first lot contained 40.25 
and 43.05 per cent of esters and that 
from the second, 40.25 and 46.20 per 
cent, respectively. 

In 1934 the same area at Chambers 
Prairie from which the distillations 
were made in 1933, produced about 
1000 pounds of blossoms which were 
distilled at the same place and pro- 
duced about 6.4 pounds of oil. At this 
time again various manipulations of 
the equipment were attempted and 
separate distillations made, represent- 
ing special conditions of the flowers or 
plants, but no significant results were 
obtained with respect to such varia- 
tions and conditions. Altogether, 24 
distillations were made with yields 
ranging from 0.4 to 0.79 per cent and 
with ester content ranging from 36.23 
to 44 per cent. Sixteen of the 24 
samples of oil had an ester content of 
over 40 per cent. 

No distillations are being made this 
year (1935), although two to three 
tons of blossoms would have been 
available if it had been possible to keep 
the plot properly cultivated. It is prob- 
able that the crop will only amount to 
about 50 per cent of that figure, as the 
lack of cultivation has shown itself 
most in short stemmed, small blossoms, 
as contrasted by the usual growth, 
which is evident on parts of the plant- 
ing that received more attention. The 
question of cultivation is of paramount 
importance, particularly on this light 
soil, not only in conserving the mois- 
ture, but in keeping down the weeds 
which, if allowed to get a start, will 
reduce the crop very greatly. 

Some general views of the plantings 
at Chambers Prairie are shown in 
Figures 1 to 6. The very considerable 
growth made in one year by these 
plants moved from Chimacum is clear- 
ly indicated. 


October, 1935 


Methods of Harvesting 


One of the most im- 
portant questions affecting this crop is 
the question of harvesting, as the 
amount of labor required would be an 
important consideration if done by 
hand. Reports from France indicate 
that a man can cut several hundred 
pounds a day but the small. amounts 
cut here indicate that somewhere be- 
tween 100 and 200 pounds per day 
would be all that could be expected 
and it takes some time for the average 
laborer to become proficient. As ma- 
chine cutting seemed to be the obvious 
thing, considerable work has been 
done along that line. Early in the ex- 
periment a machine was built and later 
remodeled, to permit cutting at various 
heights. This demonstrated the possi- 
bilities, although the machine was not 
practical except for use on gmall plants 
as the man power required to operate 
it was too great. This machine was 
destroyed in a fire at the Bothell place 
several years ago and nothing further 
was done for some years, as such ex- 
perimenting is rather expensive when 
largely done to order by mechanics. 
Early in 1934 it was possible to go a 
little further with this feature. Another 
machine, somewhat similar to the 
former one, was constructed and 
thoroughly tried out giving fair results 



































{ typical “sprawl- 
er” type of plant in 
foreground; desir- 
able, erect plants in 
rear. 


Hand-operated ma- 
chine used for har- 
vesting and _ trim- 
ming lavender when 
small. 





but certain difficulties experienced with 
the cutting mechanism made its success 
on a larger scale doubtful and, while 
it has been used to some extent, it does 
not warrant development. 

Two smaller machines for trimming 
small plants were also tried out and 
were reasonably successful, though 
they involve no questions of interest 
and are really only elevated lawn- 
mowers. The last machine built and 
the one which has been used the most 
is on the general principle of the 
header. It has a 24-inch sickle bar 
which, with an 18-inch reel, is operated 
by a hand crank, the reel bringing the 
blossoms to the sickle and passing them 
back into a pan, to which a sack is 
attached. As a cutting mechanism it is 
perfectly satisfactory, but it was neces- 
sary to mount it on fairly large wheels 
to operate it at all in the soft dirt, and 
even with these the effort required to 
push the machine with one hand and 
operate the crank with the other does 
not give the operator much chance to 
gauge distances and use the machine 
to the best advantage. Incidentally, an 
hour’s steady work with this machine 
constitutes a good day’s work. How- 
ever, it has proved what can be done. 
(See Illustration.) 

The lavender plant naturally grows 
in something of a mound shape, and to 
cut a plant which had been grown natu- 





rally a machine would have to cut deep 
into the center of the plant in order to 
get the blossoms at the edge. This would 
mean that the center of the plant would 
have few, if any, blossoms the next year, 
as too-close cutting lessens the amount 
of bloom the following year and also 
makes the bloom somewhat later than 
normal. In order to get away from this 
difficulty, the plants have (theoret- 
ically) been cut flat across the top each 
year. Actually, except for those plants 
that have been cut by machine, this has 
not been the case, as, no matter how 
carefully one tries to cut them by hand, 
the tendency is to leave the plant either 
mound-shaped or a flat cone. However, 
the planting as a whole has been cut 
flat, and regular flat cutting each year 
will produce a reasonably flat-topped 
plant, where the blossoms will all reach 
about the same height. There are a few 
exceptions in that an occasional plant 
has a tendency to sprawl out in all di- 
rections, but these plants amount to less 
than 1 per cent of the planting and even 
on them the loss in machine cutting 
does not amount to more than 10 to 15 
per cent of such isolated cases. Test cut- 
tings were made of single rows (83 
plants in a 330-ft. row) where the ma- 
chine was used first, and then any uncut 
blossoms cut by hand weighed sepa- 
rately showed that on plants averaging 
12 to 15 in. spread at the cutting height 
the loss was practically nil, being less 
than an ounce to 10 to 12 lb. of blos- 
soms to the row. This size is really the 
maximum size that can be cut with the 
hand power machine. 


Machine Work on 
Larger Plants 


On a size larger 
row where the plants ran from 15 to 24 
in., the loss ran about 3 per cent, as 
operation of the rather cumbersome 
machine would cause some plants to be 
cut too high, leaving a handful of blos- 
soms on each side which had spread out 
when hit by the reel. A trial was made 
on a row of the largest plants, most of 
which were more than the width of the 
sickle bar. Here the difficulty was more 
pronounced as the cutting equipment 
tended to stall in the heavy growth, 
which would flatten the whole bush and 
allow a considerable portion of the 
plant to get away from the blade. Even 
on this row the loss was only 7 per cent, 
and with adequate power to keep the 
sickle bar moving and fingers at the 
side to bring the outer blossoms in to 
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the knife, practically all of this loss 
would have been obviated. With the 
exception of the first machine, where 
about 50 per cent of the work was done 
by a mechanic, all the machines have 
been constructed out of junk or old 
parts, put together largely by cold- 
chisel and hacksaw mechanics, which 
could be supplied by the senior writer. 
It has been impossible to get away en- 
tirely from some machine and black- 
smith work, but this has been kept to a 
minimum, even though the resulting 
effort is rather crude. 

It had been hoped that power harvest- 
ing could be demonstrated in the sum- 
mer of 1935, and a light, high clearance 
tractor was constructed out of an auto- 
mobile, geared down for slow speed 
and elevated enough to clear the plants. 
Provision was also made for a power 
take-off to drive a harvesting unit and 
some of the material for that unit as- 
sembled, but unfortunately it was not 
possible to complete that unit, or the 
transplanting unit and cultivating fea- 
tures, although these last are practical- 
ly finished. This machine was intended 
as a pilot machine which would un- 
doubtedly give considerable service 
either on the experiment or on a modest 
expansion, but its principal purpose 
was to secure definite proof as to certain 
engineering features which can only be 
obtained by trial and error, such as the 
proper speeds for sickle bar, reel and 
conveyor belt, and their relations to the 
ground speed. While valuable informa- 
tion has been obtained from the Inter- 
national Harvester Company, this com- 
pany states that it would hardly be 
possible that the figures they use in har- 
vesting grain would apply for a ma- 
chine designed to cut such a different 
material, but the points to be deter- 
mined are few and the range of possi- 
bilities for the best operation is fairly 
narrow. It is not a case of whether or 
not it can be done, but rather of how it 
can be done best. 


Summary and Conclusion 


While in the opin- 
ion of the senior writer, who, through 
his personal services on this project, is 
naturally enthusiastic about it, the in- 
formation developed and the general 
market situation as regards this oil 
would seem to warrant a commercial 
development or at least an expansion of 
the experiment, as there are many 
points on which additional information 


could and should be developed. These 








include the practical demonstration of 
machine harvesting on a basis of acres 
covered by machine power rather than 
rows cut by a man-power machine, and 
the development of a planting from lay- 
ered plants, and from seedlings, both 
to be set in their permanent location 
and left there to develop so that definite 
data could be secured on the length of 
time required to get into maximum pro- 
duction and the maximum amounts per 
acre that can be expected. At present 
this question is in doubt, although the 
growth of the plant would indicate that 
when given the opportunity it should do 
as well here as it does in France. The 
present planting is of small value ex- 
cept as propagating material, and in or- 
der to secure anything like a normal 
crop from the plants it would probably 
be necessary to thin out the heads and 
get a larger framework started. This 
would take as long as to start from lay- 
ered plants and would probably not be 
as successful. The writers want to em- 
phasize that this is not a crop that prom- 
ises large returns in the region in ques- 
tion, but there does seem to be a possi- 
bility that such a crop would pay better 
than some of the other farm crops now 
produced on the same ground and 
would eventually be reasonably profit- 
able, if the marketing of the oil is fa- 
cilitated by a reasonable interest in 
such an industry by those who use the 
oil in large quantities. 

It should be said particularly, how- 
ever, that even when and if this should 
be proved to be a reasonably profitable 
crop, it will still have very serious 
drawbacks for the average farmer. It is 
not a crop that can be grown on a small 
scale except that it might be possible in 
the future to form some cooperative 
whereby a group of farmers might each 
put in small plantings and arrange to 
own jointly the special harvesting ma- 
chinery and processing plant necessary. 
Aside from such a possibility it would 
be a waste of time for anyone to think 
of planting this crop unless he could 
figure on putting in a considerable acre- 
age, as otherwise the cost of the distill- 
ing and other equipment would con- 
sume the returns for many years. In 
addition, there is needed quite a period 
of time, not less than a year, even if 
one had the plants for propagating or 
reliable seed to start from, in order to 
get enough plants to set out even a few 
acres. Then, with at least two years’ 
cultivation costs before there would be 
any return and the special expenses 
above mentioned, the cost per acre be- 
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comes so high that a considerable re- 
turn per acre would be required to take 
care of the overhead and capital 
charges. 

While it has not been possible with 
the amounts of material at hand and a 
temporary plant to carry out many of 
the ideas conceived, the distillations 
have been made in as varied a manner 
as possible, and points developed which 
indicate that possible refinements in 
the procedure would increase the per- 
centage of oil and its quality. Here 
again further work on a larger scale is 
called for to show whether or not such 
developments are practical. 

The work has been carried on under 
great handicaps, particularly in the 
last few years. Started as a hobby by 
the senior writer and moved to a loca- 
tion where it could be carried on under 
the conditions then existing, without 
much difficulty aside from the expendi- 
ture of plenty of labor and a compara- 
tively short trip to the planting, condi- 
tions arose which forced its removal to 
more distant locations which would not 
permit daily visits and the subsequent 
operation at such distance has increased 
the labor and other cost materially. 
Then, too, the work has increased to 
what should have been a full-time job 
for the last year or so and, although the 
senior writer has been putting a large 


portion of his time on the work, many 
things have been left undone and the 
work made much. more difficult than 
would have been the case if he had been 
located at the site of the experiment and 
could have taken advantage of favor- 
able weather conditions and cared for 
specific items of work at the best time, 
rather than when he was able to make 
the trip. 

There are certain prerequisites to an 
early and rapid development of a lav- 
ender oil industry in the region in ques- 
tion. These are: (1) a permanent site 
near the present location where the 
planting can be gradually worked over 
to what would eventually be a commer- 
cial development; (2) sufficient back- 
ing to enable the operator to put in all 
of his time on the work, or at least 
enough time so that it would become 
the major feature and not a side line; 
(3) completion of the pilot machine to 
facilitate operations and to pave the 
way for regular machinery ultimately 
needed for large-scale operation; (4) 
sufficient funds in sight to permit the 
erection during the next year or so of 
distilling equipment which would take 
care of any experimental work and also 
of a small commercial output. This 
could be done fairly cheaply, as a good 
deal of the material required has al- 
ready been accumulated. 
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@ CLARIFIED OLIVE OW It has 
always been our belief that if olive oil 
were treated for color and odor it would 
make one of the finest cosmetic oils ob- 
tainable. After all these years, we have 
come across an olive oil that has the 
most crystal clear, light yellowish tint, 
not the dirty green of most kinds, with 
less odor than the regular type of high 
grade olive oil. This new oil, for it is 
new to us, lends itself to the manufac- 
ture of skin oils, creams, muscle oils, 
and all other cosmetic preparations 
containing oil as a main component. 


@ LIQUEFYING CREAM From 
now on, women will use more cream 
than soap and water to clean their faces. 
The most common cleansing cream is 
of the liquefying type. And we have 
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had so many requests for a formula 
for this that here goes. Melt together 
twenty parts of bleached white ozoker- 
ite, M.P. 75°C to 80°C, with a mineral 
oil of viscosity 65/75. Melt over a 
water bath and when cooled to 45°C 
add the perfume to suit. Use light 
floral odors that do not burn the skin. 


That’s all. 


@ SUN TAN AGAIN Last summer 
while attempting to steal a rich Tar- 
zan-like coat of tan, we tried one of the 
oils made in the laboratory containing 
10 per cent menthyl salicylate in a 
vehicle of equal parts each of coconut 
oil and mineral oil. The wife rubbed 
it all over us, that is—the parts exposed 
by our “Wickies,” and we proceeded to 
go for a nice long canoe ride in the 


bright noonday sun. (Boy! That beer 
hanging over the side of the boat tasted 
good after a half hour of paddling.) 
Three hours later we came back with 
a helluva red back. But we noticed 
something! Ah! The skin was red 
everywhere but where the sweat rolled 
down! What did that mean? Simply 
that sweat was a better filter for the 
sun’s rays than our doggone oil was. 
More on this discovery later. In the 
meantime you think about it. 


@ COLD SORES We don't know 
just how these preparations would be 
classified, but it seems that they can 
easily be included in the treatment 
line. Here are some pointers on this. 
First of all, get up a package that is 
suited for the product. A small two- 
drachm bottle is big enough. Don’t 
forget the applicator! Camphor and 
benzoin are basic ingredients, in a ve- 
hicle of alcohol. Use some good anti- 
septic agent, too. Tint the product 
pink. That is all there is to it, and you 
have a virgin market. 


@ PROGRESS OF COSMETICS 


You may not know it, but three recog- 
nized universities are offering courses 
in cosmetics. In New York it is Co- 
lumbia, while in Detroit it is Wayne, 
and in Omaha it is Creighton. These 
courses are very elementary, but that 
is only the start. In Detroit, advance 
courses in manufacturing will prob- 
ably be offered next fall if not sooner. 
It is only through education that an 
industry can maintain high standards. 
A college course in cosmetics is as im- 
portant as a college course in any 
science. 


@ CHRISTMAS PERFUMES = This 
is the time to get your plans completed 
for any Christmas perfume business 
you may contemplate. Just remember 
this. Anyone of the reputable essential 
oil houses has a half dozen or more 
very fine odors that they will sell you 
by the pound or make it up in alcohol 
for you by the gallon. But you must 
not forget that you cannot peddle a 
perfume that costs $10 per pound for 
the compounded oil. It can’t be done. 
You should be willing to pay from $25 
per pound and up. Then, too, there 
are several good sources of hand blown 
bottles with cartons to match. That 
will save you a lot of worry and ex- 
pense. Consult the advertisers in this 
journal. You might clear a few kopecs. 
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ENTER—the ENGINEER 


Scientific Principles and How They Can Be Applied to the Perfumer’s Art 


IT is no longer nec- 
essary to appeal to the manufacturers of 
cosmetics and soaps to use perfumes 
freely, for these commodities now glory 
in their scent, and sales departments ac- 
tively appreciate its 
value. Where scent 
has been applied with 
good taste to insecti- 
cides, shoe dressings, 
and even to textiles 
and paints, these ar- 
ticles have usually 
shown a distinct edge 
in competition. The 
use of perfumes in in- 
dustrial goods of all 
kinds has proven well 
worth while and is 
increasing in volume 
and value. 

The application of 
perfumes to commer- 
cial articles has, how- 
ever, not always been 
as intelligent as it 
might have been. It 
is perhaps now time to stop and con- 
sider whether or not the application 
of some of the principles of chemical 
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engineering, for instance, might not be 


well worth while in many specific in- 
stances. This, of course, applies princi- 
pally in those cases where not enough 
perfume is used although the company 
has a professional perfumer on its staff, 
yet where the cost of 
the perfume used is 
great enough that any 
economies effected 
would be distinctly 
welcome. 

Perfumes are com- 
plex mixtures of or- 
ganic chemicals, 
whether obtained as 
flower or leaf oils 
from plants or built 
up from synthetics or 
semi-synthetics in the 
Usually 
a number of types of 


laboratory. 


chemical compounds 
are present in any 
particular perfume 
mixture, which may 
react on each other to 
destroy or throw off the character of 
the odor or may develop unwanted 
color. Aldehydes may react on them- 
selves, specially in the stock bottles. 


The first requirement, then, is to make 
up the perfume composition fairly 
frequently, so that it is always reason- 
ably fresh, and to keep it at 70°F. or 
lower, to reduce destructive tenden- 
cies as far as possible. Raw materials 
of aldehyde or ketone type, especially, 
should be purchased several times a 
year, to insure freshness, and they 
should be kept cool. (The recent and 
growing use of stabilizers, by the man- 
ufacturers of the ingredients, is a great 
help in this direction.) 

There is a marked tendency for most 
perfume ingredients to oxidize, and this 
tendency is enormously increased by 
the presence in the perfume of traces of 
copper, from any source. It is therefore 
most advisable to keep perfume mix- 
tures and materials away from contact 
with the air and, in any case, away from 
contact with copper and its alloys. 
Tanks, processing kettles, pumps, fil- 
ters, agitators, piping and measuring 
equipment should be made of copper- 
free materials, such as glass, glass-lined 
steel, aluminum, pure nickel or stain- 
less steel. Tinned copper is not to be 
trusted for contact with perfumes. Con- 
tact with metallic iron also has bad ef- 
fect, both on color and odor, and it also 
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should be avoided. It is usually better to 
prevent contamination than to try to 
cure it by the use of antioxidants. 

The compounding of a perfume may 
not always be done as well as is pos- 
sible. For one matter, perfume ingredi- 
ents, even as liquids, are viscofis, and 
much agitation is needed to make a mix- 
ture uniform so that it will not stratify 
to some extent in the holding tank, caus- 
ing irregularity of effect in the finished 
goods, as is sometimes noted. A good 
rule is to run the agitator about four 
times as long as seems necessary, in 
making up any batch. Musks, couma- 
rine and other solid ingredients, if used 
in large proportion, may be incorpo- 
rated by first dissolving them in ger- 


aniol, terpineol or other alcoholic-type 
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Left: Glass-Lined Tanks for 
Perfume 
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ingredients, on very gentle warming and 
much agitation in a jacketed kettle, and 
adding the solution to the main mix- 
ture, which is kept cool. The ingredi- 
ent heliotropine or piperonal is exceed- 
ingly easily injured by heat, so should 
be dissolved in the cold liquid, by agi- 
ation only. 

The making and storing of the per- 
fume composition in non-copper appa- 
ratus, away from access of light and as 
far as possible away from air, keeping 
it cool, and agitating exceedingly well 
are all important, but the real engineer- 
ing is often in the choice of ingredients 
for the perfume itself, to produce the 
best effect for the least cost. 

If the product to be perfumed is a 
neutral powder, an oil, a wax or a 
grease, the problem of perfume selec- 
tion is easy, for the product usually will 
not react chemically on the perfume. 
When water is present, however, or the 
product is acid, or, even worse, alkaline. 
only a few types of perfume ingredients 
may properly be used. Others will be 
decomposed, and add in no useful way 
to the odor of the goods at the time the 
customer judges them, but will add in a 
perfectly normal way to the cost of per- 
fuming. It is better to omit whatever in- 
gredients are sure to be destroyed, and 
judge the effect of goods at use-age rath- 
er than when freshly made. Perhaps the 
hardest product to perfume well and 
cheaply as well as the one that uses the 
greatest value of perfume is soap. In- 
gredients must be chosen with great 
care, and this in spite of the “pour sa- 
von” characterization of perfumers, 
which seems to indicate that low-grade 
ingredients are good enough for soap. 
























The volatility of perfume ingredients 
is another matter of importance for 
many articles. If the article which is per- 
fumed is itself volatile, like a cleaner or 
a solvent, the perfume ingredients used 
in quantity should be relatively very 
volatile, and even those ingredients used 
in traces, fairly volatile. On the other 
hand, articles exposed to the air, such as 
a cake of soap, a pair of stockings, or a 
sheet of leather, should be perfumed 
with relatively low-volatile ingredients, 
so the odor will be sufficiently lasting. 

Table I (Page 86) devised by the 
writer and his associate, L. F. Hender- 
son, classifies a number of the more 
important perfume ingredients in 
terms of degrees of volatility at “room 
temperature” (20°C.). The ingredi- 
ents in each successive class have 
vapor pressures on the average of 56 
per cent of those in the class above. A 
jump of four classes reduces average 
volatility to 10 per cent, and of eight 
classes to 1 per cent. The boiling 
point limits given are those for 
esters, hydrocarbons, ketones and alde- 
hydes. In general, primary alcohols 
having the same vapor pressures have 
boiling points 25 to 30°C. lower than 
the other chemical classes noted, and 
secondary alcohols 15 to 20 
Thus the primary alcohol geraniol, 
boiling at 230°C., has only about the 
same volatility as isoamyl benzoate, 
which boils at 260°C. Using such a 
table, it is possible to select ingredients 
which volatilize together, and thereby to 
produce true blends. This volatility 
consideration, of course, does not ex- 
haust the art of perfuming, which is 
no less difficult than that of a painter. 


lower. 
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CLASS 
A 


Vapor 

pressure — 
1.0to3.i mm 
(at 20°C.) 


-56 to 1.00 


mm. 


Cc 


0.31 to .56 


mm 


BD 
0.18 to 0.31 


mm 


0.10 to 0.18 


mm 





CLASS 


0.056 to 
0.10 mm. 





a 


0.031 to 
0.056 mm. 
86 


I. HIGH VOLATILITY 


Cineol 

Cymene 

p-Cresyl methyl 
ether 


p-Dichlorobenzene 


Dipentene 


Acetophenone 
Aniline 
Benzaldehyde 
Benzonitrile 


Benzyl acetate 
Camphor 
Citronellal 
m-Cresol 
p-Cresyl acetate 
Dimethy! 
hydroquinone 
Ethyl benzoate 
Guaiacol 
Menthone 
Methyl chavicol 


Benzyl propionate 


Bergamot Oil 
Bois de Rose Oil 
Bornyl acetate 
Broms tyrol 
Lavender oil 
Linalyl acetate 


|-Menthyl acetate 


Aldehyde C-10 
Benzyl alcohol 
Carvone 


Cuminic aldehyde 


Dill oil 
Dimethyl 
acetophenone 


Ethyl pelargonate 


Ethyl 
phenylacetate 


ll. MEDIUM 


Anethole 
Benzyl butrate 
Borneol 
Carvacrol 
Caryophyllene 
Catechol 
Citral 


Citronellyl acetate 


Fenchyl alcohol 


Aldehyde C-11 
Anisic aldehyde 
Cedarwood oil 
Cedrene 
Citronellol 
Copaiba oil 
Crataegon 
Decyl alcohol 
Diphenyl 
Diphenyl ether 
Eugenol 


Ethyl heptoate 


BP. OF 
ESTERS, 
ETC. 
lsoamyl valerate 
d-Limonene 
Phellandrene 
Phenol 
174-196°C. 
Methy! benzoate 
Napthalene 
Phenylacetaldehyde 
196-207 


Methyl heptine carbonate 
Nitrobenzene 

Octyl acetate 

Octyl methyl ketone 
Phenyl acetonitrile 

Pine needle oil 
Propiophenone 

Salicyl aldehyde 

Styralyl acetate 

Thujone 


Tolylaldehyde 207-217 





Methyl acetophenone 
Methyl heptenol 
Methyl phenylacetate 
Methyl salicylate 
n-Octyl alcohol 
Pulegone 

Spike Lavender oil 


Terpenyl acetate 217-228 


Ethyl salicylate 

Isobutyl benzoate 

Linalool 

Methyl nonyl 
ketone 

p-N'tro toluene 

Phenylethyl acetate 

Piperitone 

Safrole 


Thymol 228-238 








VOLATILITY 


BP. OF 
ESTERS, 
ETC, 


Geranyl acetate 
Geranyl formate 
Isobutyl phenylacetate 
lsopulegol 

Menthol 

Nonyl alcohol 
Phenylethyl propionate 
Piperonal 


Star anise oil 238-248 


Engenol methyl ether 
Hops oil sesquiterpene 
Indole 

Isosafrole 

Jasmone 

p-Methoxy acetophenone 
Methyl anisate 

Myrtenol 

Phenylethyl alcohol 
Rhodinol 


Terpineol 248-259 








Benzilidine acetone 
Cinnamyl acetate 
Cinnamic aldehyde 
Diphenyl methane 
Duodecyl aldehyde 
Geraniol 

Geranium oils 
Geranyl butyrate 
Geranyl propionate 
lonone 

lsoamyl benzoate 


Perfume Ingredients, Arranged According to Volatility 


Methyl benzilidine 
acetone 

Methyl cinnamate 

Methyl ionone 

Methyl nonyl 
carbinol 

Nerol 

Orris Concrete 

Perilla alcohol 

Phenylacetic acid 

Phenylpropyl 





























Isobutyl salicylate alcohol 
lsoeugenol Resedal 
Lauric aldehyde Rhodanyl 
0.018 to Methyl anthranilate propionate 
0.03! mm. Skatole 259-269 
I Alcohol C-10 Hydroxycitronellal 
Cadinene lsoamyl salicylate 
Cuminic alcohol Myristic aldehyde 
0.010 to Ethyl anisate b-Naphthyl methyl 
0.018 mm. Ethyl cinnamate ether 269-280 
Hi. LOW VOLATILITY 
BP. OF 
ESTERS, 
Class ETC. 
J Aceteugenol Dibenzyl 
Anisic alcohol lsoeugenol methyl 
Benzyl ether ether 
n-Butyl salicylate beta Naphthol 
p-Chlor diphenyl beta Naphthyl 
Cinnamyl alcohol ethyl ether 
0.056 to Cinnamic aldehyde Phenylpropyl 
0.010 mm. Coumarine aldehyde 280-290 
h Amyl cinnamic o-Hydroxydiphenyl 
aldehyde Naphthy! methyl 
Apiole ketone 
Celery Seed oil Nerolidol 
Clary Sage oil Oak-moss resin 
Ethyl citrate Parsley oil 
0.0031! to Ethyl myristate Patchouli oil 
.0056 Vanillin 290-300 
L Benzophenone Ethyl vanillin 
Cinnamic Acid Labdanum 
Diphenylamine Styrax balsam 
Ethyl sebaciate Zingiberol 300-311 
M Benzyl Muscone (from 
phenylacetate animal musk) 
Benzy! salicylate Phenylethy/ 
Costus oil phenylacetate 
p-Cresyl Salol 
phenylacetate Sandalwood oil 
Dibutyl phthalate Santalyl 
Elemol phenylacetate 
Farnesol Tolu balsam 
Linalyl Vetiver oil 
phenylacetate 311-321 
N Benzyl cinnamate Moskene 
Benzyl isoeugenol Musk ambrette 
Benzyl ketone Musk ketone 
Benzyl succinate Musk xylol 
Civettone beta-Naphthyl 
lsoeugenol salicylate 
phenylacetate 
over 321° 
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“ALLERGY” 


Conclusion of the Article Dis- 


cussing the Reactions of Cer- 
tain Individuals to Cosmetics 


by HERMAN GOODMAN, B. Se., M. D. 


WE have come to 


the next subject of our discourse on 
allergy. How can one tell if a person 
is allergic to any substance? We will 
be more specific. How can a factory 
manager tell whether the new porter 
is allergic to the chemicals he pushes 
around in his wheel barrow? How can 
the cosmetician who is to use a hair- 
dye tell if the prospective patron is 
sensitive to its application? How can 
the purchaser of lipstick, face powder, 
scalp wash or solutions of permanent 
waving or finger wave set know if the 
chemicals of that cosmetic belong to 
the group which will cause reactions? 

The most useful test, and the one 
which is generally applicable (some 
states make it mandatory for cosmeti- 
cians before applying certain hair 
dyes) is the patch test. 

A typical patch test—the details can 
be changed to suit individual condi- 
tions—consists of the following: 

The hair dye, or the permanent wave 
solution, or the lipstick, or the face 
powder, or whatever else is to be used 
by or on the person suspected of being 
allergic to that substance is prepared 
exactly as it would be in actual prac- 
tice. If the hairdye is diluted with 
peroxide, do that very thing. If you 
are expecting to use one particular 
brand of dye, and one particular num- 
ber of that dye, be certain to make 
your patch test with that brand and 
with the exact number you intend using 
on the hairtint. It is a good idea to 
make your patch test as close to oper- 
ating conditions as possible. Choose 
an area of skin which in texture and 
character closely resembles the area to 
he used in the practical application. 
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Thus, it is my opinion that a hair dye 
patch test should be made close to the 
scalp. The area of skin of the back 
of the neck including a part of the 
hairy scalp should be selected. If the 
scalp over which the hair dye is to be 
applied is not normal—if there are 
cracks, breaks in the surface, scaliness 

the application of the patch test 
should not be made until the scalp is 
normal. Certainly, no healthy portion 
of the skin or scalp should be chosen 
as the area of the patch test. Nor 
should the normal skin of the inner 
side of the forearm be used as a patch 
lest area if the scalp is diseased, and 
the patch test is to be made for hair 
dye. 

We give another example. If a pa- 
tron uses perfume by dipping the cork 
rod into the perfume and running it 
along the side of the neck and behind 
the ear, the patch test with that per- 
fume should be made under the same 
circumstances and in the same area. 
In addition, there may be special things 
to consider. For example, in testing 
for perfume sensitivity, one should take 
into account the exposure of the skin 
area covered with perfume to sunlight, 
irritation from other causes, etc., etc. 
Thus, on the basis of the claim that 
perfume dermatitis is due not to the 
perfume alone or to any ingredient of 
the perfume, but to the combinations 
of perfume, sunlight, scaly dermatitis 
of seborrhoea or any combination of 
these causes, the patch test must be 
done under conditions simulating those 
of actual practice. 

A recent experience will show how 
important this is. A large department 
store in New York had many damage 


suits as codefenders with a perfume 
house because a number of customers 
had purchased an expensive perfume 
there, made application to the exposed 
skin of the neck, and had developed 
very dark streaks of skin at the site 
of the application. I was called in to 
determine whether the suits should be 
contested or settled out of court. Patch 
testing was suggested. Perfume der- 
matitis, as I have intimated above, is 
due to several factors. First, the per- 
son on whom it is applied must have 
the pigment forming reactions. Sec- 
ond: these pigment forming reactions 
must be called forth by the set of cir- 
cumstances which include the applica- 
tion of this particular perfume. Third: 
the application of the perfume must be 
made on an area of skin exposed to sun- 
light. 

Tests were made using artificial sun- 
light—that is machines which are or- 
dinarily accepted as being manufac- 
tured substitutes for natural sunlight. 
But the discoloration was not aroused 
through the factors of: suitable person 
(she had previously shown formation 
of pigment at areas of application of 
this perfume) ; application of the sus- 
pected perfume, and artificial sunlight. 
But when the experiment was repeated 
under conditions required and the lady 
was taken to the roof of the store at 
mid day in summer, the patch test was 
positive. She did develop the pigmen- 
tation. 

Attempts were unsuccessfully made 
to determine exactly which ingredient 
of that particular perfume was at fault. 
The shortsighted foreign manufacturer 
refused to send the original ingredients 
for us to patch test individually in 
order to find the guilty one. The Amer- 
ican office continues to defend law 
suits and to pay lawyer fees, medical 
fees, and damages.. It is cases such as 
these which lead to efforts to restrict 
all cosmetics! Could the one guilty in- 
eredient be uncovered and removed 
from this perfume its ultimate restric- 
tion would cease to be a problem. 

With these preliminary remarks, we 
continue with directions for the patch 
test. So far, we have the area selected 
and we have the material prepared ex- 
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actly as it will be used in practice. If 
it is a fluid, we take a little quantity 
and apply it to the selected area. Then 
we cover with a small piece of cello- 
phane and over that a patch of gauze, 
using adhesive to keep it all in con- 
tact with the skin. This is left in place 
for 24 hours. If the patch test is going 
to show up positive at the expiration 
of the 24 hour period, the patron may 
complain of itching during the interim. 
If the material is to be tested in a pow- 
der, it is dusted on the skin as closely 
resembling the skin area which will be 
used normally. The skin of the chest 
or back is chosen for example in test- 
ing face powders as it is not convenient 
to patch the face. The square of cello- 
phane is placed over the powder on 
the selected site, a patch of gauze covers 
the cellophane and the adhesive used 
to hold all-of it to the skin. 

At the expiration of 24 hours, the 
adhesive is removed with the gauze and 
cellophane. The material is brushed 
off and the skin examined. If nothing 
is to be seen, the patch test is held to 
be negative. If the skin on which the 
suspected material has been painted is 
red, if there are small blisters, or large 
blisters, or if the spot is very itchy, the 
result is held to be positive. 

It does happen that a reaction is de- 
layed. Nothing is seen at the expira- 
tion of 24 hours, but 48 hours or even 
72 hours after the application the skin 
may show the redness, the appearance 
of blisters, and be very itchy. This is 
a delayed reaction. 

A positive reaction is visible on the 
skin for a varying length of time. The 
redness and blisters may stay for three 
days or five days, or very seldom, 14 
days. 

In general, by and large, and with- 
out entering into a very deep but per- 
haps futile discussion as to the whys 
and wherefores of reaction in patch 
testing, a negative test implies that the 
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Left: Series of posi- 
tive and negative 
intracutaneous tests 
for altered reactiv- 
ity. 


Below: Positive 
patch test. See text. 





person is NOT sensitive to the sub- 
stance applied which did NOT elicit 
the reaction. 


Contrary, in general, by and large 
and still without entering into a very 
deep, but, perhaps, futile discussion 
as to the whys and wherefores of re- 
action in patch testing, a positive test 
implies that the person IS sensitive to 
the substances applied which DID 
elicit the reaction. 

The patch test which we have just 
described is the best one to use before 
applying a possible allergen to an 
allergic person. But the manufacturer 
of cosmetics may desire some other test, 
particularly if a number of prepara- 
tions are to be tested on large numbers 
of persons to test the possibility of 
widespread allergic reaction to a new 
ingredient or chemical proposed for his 
line. The skin is used in this type of 
test, but instead of using the substance 
directly on the surface of the skin, the 
skin covering is broken. This test may 
properly be called the scratch test al- 
though scratches are not used. The epi- 
dermis is parted by a sharp implement 
—TI have found that the small screw 
drivers sold for tightening eyeglass 


screws serve admirably—and the sus- 
pected allergen is placed on the broken 
epidermis. Many tests can be made at 
one sitting. The scratches are made in 
parallel rows along the inner side of 
the forearm or along the thigh. Each 
scratch is separated from the next one 
by about one inch of skin. If the aller- 
gen is in powder form, a drop of tenth 
normal sodium hydroxide is applied to 
the scratch before the powder allergen 
is applied. The powder is rubbed over 
the scratch with a toothpick to mix it 
with the solution of sodium hydroxide. 
If the suspected allergen is in fluid 
form, it can be applied directly to the 
scratch. 

Several precautions are advised. 
Never draw blood in making the 
scratch—in other words do not pene- 
trate the epidermis into the dermis. 
Also make all the scratches about the 
same length and the same depth so as 
to have proper means of comparison. 
Have the skin clean but do not use 
strong antiseptics for they may of them- 
selves excite a reaction on the skin. If 
you use the solution of deci-normal 
sodium hydroxide to moisten the dry 
allergens, have a control test with the 
solution on a scratch of its own. Also, 
it is a good idea to have a blank scratch. 

The reading can be made within a 
few minutes. The allergens which re- 
act positive excite a wheal with raised 
surface and irregular edges extending 
into the surrounding unscratched 
healthy skin. These positive reactions 
should always be compared with the 
control and with the blank. If all the 
scratches show a reaction, one must be 
on guard as such multisensitivity ob- 
scures the possibility that any one of 
the suspected allergens is more at fault 
than another. Some observers make the 
attempt to choose these allergens which 
give greater area of reaction than 
others as those to which the person 
tested is allergic. This is a dangerous 
practice. 

It also happens that a person may 
not react to any of the tested allergens 
in the scratch test, and yet is known 
to be sensitive to one or another of the 
allergens tested. This is a false nega- 
tive reaction. Some allergens 
ularly drugs 


partic- 
are known to give false 
negative reactions in sensitive persons. 

Great care must be exercised in read- 
ing these scratch tests. The generally 
accepted idea is that reactions which 
are dome or rounded without the in- 
trusion into the surrounding healthy 
unscratched skin (no pseudopods is the 
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technical term) are to be regarded as 
negative. The description given to 
these local raised areas over the scratch 
is ‘button reaction’ and that fits the pic- 
ture very well. The edges are button 
smooth. A positive reaction has irregu- 
lar edges—the pseudopods. 

If great care must be exercised in 
reading the results of the scratch test, 
greater care must be exercised in draw- 
ing conclusions from the tests. For ex- 
ample, a person may be tested and 
found positive to an allergen to which 
he is never exposed. The/story is told 
of a religious Hebrew who never had 
partaken of ham, as all products of 
the pig are forbidden. Yet this oid He- 
brew was found sensitive to ham on 
scratch test. It was without the realm 
of possibility that his illness was due 
to ham. Yet, ham was the only thing 
to which he reacted. So in testing a 
group of cosmetic substances searching 
for a possible cause of skin disease 
or actleva it may well be that a person 
will react to an ingredient not present 
in any cosmetic applied in daily life. 
The fact that a person reacts to para- 
phenlenediamine does not mean that 
an eruption of the face is due to para 
if such a dye had never been used. One 
must accept that a true positive reac- 
tion probably means that there is spe- 
cific sensitivity—it does not always 
mean that the causative factor has been 
detected! 


Another Testing Method 

There is still an- 
other method used in allergy hunt- 
ing. This is the method of intradermal 
injection. In this method the suspected 
allergen—which must be in convenient 
fluid form—is actually injected by 
means of a proper hypodermic syringe 
and small calibre needle directly into 
the epidermis—in fact between the cell 
layers of the prickly cell layer. This 
is the most sensitive of the tests so far 
described. It is most inconvenient for 
the person tested, few injections can be 
made at a sitting and the reading and 
conclusions reached must be most care- 
fully made and controlled. It is strictly 
a medical procedure and should be car- 
ried out only in those instances where 
it is absolutely necessary to have the 
search for the facts made most thor- 
oughly. A lawsuit, for example, which 
one was defending or prosecuting 
would find use for such a test, that is 
in the cosmetic field. The intradermal 
test is routinely used in searching for 
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diagnostic hints in general or special 
medical practice. One type of such 
examination is the tuberculin reaction, 
or the Shick or Dick test. 

We may as well make the story com- 
plete by including still another exceed- 
ingly interesting fact which one uses 
in allergic reactions. Some 15 years 
ago, it was discovered that if the serum 
from a person allergic to fish, let us 
say, was injected into the skin of a 
second person who was not allergic to 
fish, the area of skin so injected became 
allergic to fish at the site of the injec- 
tion. Many strange facts have been 
elicited by this reaction by proxy as 
the Prausnitz-Kiistner reaction has 
been called. We need not dilate on the 
matter at this time. 


Tests Not Usually 
Dangerous 


Are these tests for 
allergy without danger? Reports are 
made from time to time of serious gen- 
eral reactions at the time of allergy 
tests. If a person were very sensitive 
to a dye or to a powder, it is conceiv- 
able that some time during the test 
period by patch testing the skin would 
react so violently that the person would 
remove the patch. It is also possible 
that general reactions would take place 
and a tested person would feel faint 
or show other evidences of reaction de- 
pending upon the selectivity of the 
allergen and the site of such reaction. 
The books say that deaths have been 
reported. 

We need not go into a discussion as 
to the many theories advanced to ex- 
plain the mechanism of allergy. For 
us, it is sufficient that altered reactivity 
exists. It is useful to explain otherwise 
inexplainable reactions. But allergy 
itself may be merely an excuse and 
not an explanation unless efforts are 
successfully made to bring in the evi- 
dence of patch testing, intradermal 
testing, etc. In our thesis, we have 
given the outlines of the methods use- 
ful in determining two things: ONE: 
prophylactic or preventive hygiene 
patch testing to determine allergy to 
known ingredients by those coming 
into intimate contact with them iu the 
course of industrial work, or profes- 
sional service either as operator or 
patron. TWO: the diagnostic or de- 
tective medical patch and other test- 
ing to determine allergy to some other- 
wise unknown ingredient suspected as 
being the cause of dermatitis or other 
manifestation regarded as allergic. 


The first is within the province of 
those engaged in the industry of cos- 
metics. The second is the work of the 
physician. The more that the first use 
of knowledge of allergy is accepted by 
the members of the cosmetic fraternity, 
the less will the doctors have to use 
the second. When and if, it is possible 
to release cosmetics which are least 
likely to cause allergic reactions (from 
my concept of allergy, it is impossible 
to actually prepare NON allergic prod- 
ucts) the public will be best served. 
The efforts of reformers to control cos- 
metics as they attempted to prohibit 
alcoholic beverages or cigarettes, will 
then have less support from honest 
public health officials who are willing 
to use the step ladder of allergic re- 
actions to bolster their case against cos- 
metics. 

On the other hand, the industry 
should be warned not to use allergy as 
a cloak to cover all their errors, and 
their desire for profit. Above their duty 
to the stockholders, is their greater 
duty to the public. And the allergic 
public will be served—will be pre- 
served. It is hoped that this exposition 
of some factors of allergy as they enter 
into the field of cosmetics will be help- 
ful to that large majority of those en- 
gaged in this industry who recognize 
that it does not pay to kill the goose 
which lays the golden egg. It doesn’t 
pay to make him ill—even if he is a 
partner to that illness by being al- 


lergic! 


AUSTRIAN IMPORTS 
DECREASE 


As a result of the restrictions im- 
posed upon their importation and the 
inability of most Austrians to indulge 
in luxuries, total imports of perfumes 
and cosmetics have been declining. 
Domestic manufacturers profited by 
these developments and increased their 
production so that now they not only 
supply a large portion of the perfumes 
and cosmetics formerly imported but 
also export considerable quantities to 
cther countries. In fact, the value of 
Austrian exports of perfumes and cos- 
metics during the first 5 months of 
1935 exceeded the imports by more 
than 50 per cent and were 45 per cent 
more than in the first 5 months of 1934. 

Beautifying preparations are not 
used in Austria to the same extent as 
in the United States and some other 
countries and much advertising is nec- 
essary if such products are to be in- 
troduced with success. 











IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., Ch. E. 


A FRIENDLY TIP 


Many production men worked their 
employees evenings and 
even Sundays with every spurt in 
sales. They couldn’t possibly manage 
to do otherwise, so they said and 
thought. Then came the codes. 

Most overtime was eliminated and 
regular hours were materially 
shortened. Everyone has managed 
somehow and many production peaks 
have been levelled off into the valleys. 
Much more can and should be done 
to flatten the production curve. 

Every hour of labor given green, 
untrained, inexperienced help on a 
peak costs the employer extra money. 
Further, it often means an equivalent 
loss of time to regular employees 
when the production valley comes, as 
it invariably does. And that doesn’t 
build morale. Codes may come and 
codes may go, but they can profit 
every production man who is on his 


toes. 


overtime, 


THAT JACKETED KETTLE 

Jacketed kettles find wide applica- 
tion in this industry, yet are so fre- 
quently quite carelessly installed. The 
usual practice is simply to hook the 
intake to the steam line and allow the 
outlet to discharge into the sewer line. 

The result of such installation is 
frequently a water hammer which 
causes the seams to open up and leaks 
to develop sooner or later. The leak 
is immediately apparent, but the waste 
of steam goes unnoticed month on end. 
The obvious but neglected expedient 
is to interpose a steam trap on the 
outlet side whether it discharges to 
the sewer or is hooked to the boiler 
return line. 

The “blow through” effect is elimi- 
nated so the kettle heats much faster 
and there is no steam loss whether the 
operative just “cracks” the inlet valve 
or opens it wide. 


COOPERATION OWED EQUIPMENT 
MANUFACTURERS 


No information should be withheld 
from the machine manufacturer on 
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new installations. This does not 
imply that the formula or formulae 
must or need be divulged. Only by 
extending full cooperation can the 
manufacturer make reliable recom- 
mendations on which he will or should 
be willing to guarantee performance. 
Such information is also imperative 
if the manufacturer is to depart from 
his standard construction to handle an 
unusual product or package, or meet 
special or unusual conditions. 

To cite a few random things that 
have been observed to have been over- 
looked: DC instead of the usual AC 
electric current is available. A liquid 
foams badly or contains highly vola- 
tile solvents so a vacuum type of filler 
is usually precluded. Gritty materials, 
ammonia or other alkaline substances 
or acids are present which affect the 
usual metals of construction or the 
operation of the machine. 

Failure to provide adequate informa- 
tion spells disappointment. Ordering 
equipment without specifying the use 
to which it is to be put is not being 
smart—it is being foolhardy. 


ABOUT THAT DIRTY PACKAGE! 


The air has been full for several 
years now of re-styling and re-pack- 
aging and some wonderful progress 
has been made. Many beautiful, many 
ingenious, many elaborate and many 
artistic packages have been and are 
being evolved. 

The vivid colors have in many in- 
stances given way to restful, harmoni- 
ous, pastel shades. Putting labels and 
cartons in pastel shades through their 
various operations in the factory 
without finger prints and smudges 
is a real job. White uniformed though 
they be, operatives can’t wear white 
gloves, can’t “handle them with gloves 
on” and still get production. 

The added cost of spirit varnished 
labels and cartons is negligible. And 
now nitro-cellulose lacquer is being 
employed at low cost for the same 
purpose with gratifying results. Mr. 
Production Man, if you can’t sell the 
management the idea of the necessity 


as a production measure, then point 
out these things. 
dealer shelves are becoming fewer and 
fewer. Dusty open shelves, even pine- 
boards and tables, baskets, counters 
and windows are the places where mer- 


The glass enclosed 


chandise is being sold these days. 
Varnished or lacquered labels and car- 
tons stand the abuse, the dust and the 
handling and get the package into the 
consumer’s hands in a more inviting, 
more salable condition. 


SPEEDING THE FLOW 
TO FILLING MACHINES 

Sometimes a semi-viscous liquid 
may flow too slowly to the siphon or 
This may 
occur when only the liquid head from 
an elevated tank or mixer or one 
located on the floor above is available. 
The following simple arrangement is 
satisfactorily used for such runs: 

Interpose a small centrifugal pump 
in the pipe or hose from the tank or 
mixer to the filler. The intake side 
of the pump is hooked directly to the 
liquid supply. 
has a tee in it, one arm discharging to 
the filler, the other arm returning any 
excess delivery back into the top of 
the tank or mixer. The hose or pipe 
carrying the excess can be elevated or 
lowered to give any desired pressure, 
i.e., rate of flow, at the filler. 


pressure filling machines. 


The discharge side 


THOSE EXPOSED STEAM PIPES 

Most steam installations are properly 
insulated when installed. Wear and 
tear, changes in arrangement, replace- 
ment, additions and the like usually 
are not covered. A check-up may dis- 
close from ten to thirty-five per cent 
of pipes, kettles, etc., bare. 

This is a good time of the year to 
do something about it. Suitable 
asbestos or magnesia covering is cheap 
and it can be applied at low labor 
cost in a jiffy. In addition to the 
money saving in fuel, employees will 
suffer fewer burns. Then, too, there’s 
the matter of comfort. The area will 
be appreciably cooler so that hot, dis- 
gruntled employees will be more 
amiable and more efficient. 


The American Perfumer 


E. J. Mills Heads 
American Products 

At the annual meeting of the board 
of directors of the American Products 
Co., Cincinnati, E. J. Mills, who has 
been associated with the company in an 
executive capac- 
ity for the past 
25 years, was ele- 
vated to the presi- 
dency. Albert 
Mills, founder 
and president of 
the company 
from its incep- 
tion, was elected 
chairman of the 
board. C. M. 
Mills, for a long 
time guide of its financial destinies, 
continues as treasurer of the company. 

The other officials are: R. L. Flett, 
vice-president and director of manu- 
facturing operations; J. P. Decker, sec- 
retary and comptroller; and R. L. Lip- 
pert, assistant secretary and director 





E. J. Mills 


of sales promotion. 

The American Products Co., manu- 
facturers of the nationally known line 
of “Zanol” household products and 
one of the largest direct selling com- 
panies in the world, has been in busi- 
ness for 28 years. 


Organizes New Political Group 

A Social Credit 
Party has been organized this week by 
a local group headed by Albert M. 
Edwards, head of Roberts, Perfumers, 
and also of Drug Store Brands, Inc., 
Detroit, manufacturing and wholesale 
companies. Mr. Edwards has been in- 
terested for many years in political and 
economic questions and this is an or- 
ganization sponsoring the ideas of the 
English Major Douglas, which recently 
won a spectacular victory in Canada. 
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Miss Allen on Tour 


Lucretia Allen, head 
of the perfume company bearing her 
name, left New York in September for 
a tour of the country on which she 
will introduce the lines specially de- 
signed by her company for Christmas 
trade. New package designs as well as 
several new odors are being featured. 


Cooperative Laboratory Moved 

Cooperative Distrib- 
utors, Inc., New York, has advised us 
that its laboratory, formerly at Croton- 
on-Hudson, N. Y., has been moved to 
New York and is now located at 30 
Irving Place. 


Princess Norina Heads 


Matchabelli Co. 


At a reception given 
in honor of Princess Matchabelli, at 
the palatial new headquarters of the 
Prince Matchabelli Perfumery Co., 
Inc., 711 Fifth avenue, New York, the 
announcement was made that Princess 
Norina Matchabelli had been unani- 
mously elected by the board of direc- 
tors to head the organization as presi- 
dent, which office had been left vacant 
since the death of her late husband in 
March. 

The Princess spoke briefly and 
poignantly of the years of collabora- 
tion that had given birth to the forming 
of the company in 1924. She said, in 
part: “From the very beginning my 
husband and I worked together to make 
the name Matchabelli stand for beauty, 
color, quality. That the business suc- 
ceeded was due partly to never-flagging 
interest and zeal and partly to the won- 
derful response to those years of ef- 
fort. 

“There will be no change in policy, 
nor personnel. The loyalty of Prince 


ts 


Matchabelli’s associates, will, | am 
proud and happy to say, continue, and 
as always, they will give of their best 
to the company. 

“I have just returned from Paris, 





where I spent much time in conference 
with some of the leading chemists there. 
Before long there will be new Matcha- 
belli perfumes which we will announce 
and launch a little later on. 

“IT am, as was Prince Matchabelli, 
deeply grateful for and appreciative of 
the great public response to our prod- 
ucts, and I shall not spare myself in 
carrying on the tradition and keeping 
the place they have won in the hearts 
and homes of the American and Conti- 
nental people.” 





Princess Norina Matchabelli 


There is no doubt that the trade in 
particular and the public in general 
will accord the Princess a hearty wel- 
come as head of the company that 
bears her late husband’s name. The 
new president of the Prince Matcha- 
belli Perfumery Co., Inc., is a logical 
and charming successor to the busi- 
ness. 


9] 





New York Proposes 
Cosmetic Registration 

The New York 
Board of Health has proposed an 
amendment to the Sanitary Code which 
would impose registration on toilet 
proprietary 
cines and subject them to very severe 


preparations and medi- 
restrictions. The amendment applies to 
all preparations sold within the city 
of Greater New York and its provisions 
affect the operations of all manufac- 
toilet 
business in the city or whose products 


turers of preparations doing 
are sold in the city at wholesale or 
retail. 

The first part of the proposed regu- 
lation would prohibit the sale of any 
toilet preparation or cosmetic unless 
it was duly registered. The fee for 
registration would be $25 for the first 
year and $10 annually for renewal. 

The remainder of the proposed 
amendment is devoted to the regulation 
of cosmetics and toilet preparations in 
extremely stringent form. The restric- 
tions are made a part of the require- 
ments for registration and, unless ob- 
served, would prevent registration or 
lead to the revocation of registrations 
already granted. The following are the 
principal points of the restrictive pro- 
visions: 

1. Prohibition of false or mislead- 
ing statements on 
registration. 

2. Prohibition of “false or mislead- 
ing representation of fact or opinion” 
in writing or over the radio for the pur- 
pose of selling or increasing the sale 
of the product. 

3. Prohibition of any statement that 
any product is a cure or specific for 
any disease or physical condition. 


applications for 


4. Ban on any “poisonous, danger- 
ous, or deleterious substance or sub- 
stances present in such quantities as to 
render the preparation harmful 
potentially harmful to health.” 

5. Ban on a number of ingredients 
entirely although none commonly oc- 
curring in cosmetics. 


or 


6. No formula, proprietary name, or 
label retail package can be 
changed in any particular without writ- 
ten approval. 


on a 


7. Composition and/or formula 
must be disclosed and may be ex- 
amined by state and federal enforce- 
ment officers as well as officers of the 
Health Department. 

Hearings on the measure were 


scheduled before the Board of Health 
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tor October 14 to 16 but were post- 
poned until December 2. 
to be filed ten days earlier. 


Briefs are 


A meeting preliminary to the hear- 
ings was held at the Chemists Club, 
October 9, and was attended by leaders 
in the proprietary and cosmetic fields 
at which plans for these hearings and 
for application for delay were made. 
A committee was appointed by the 
chair consisting of representatives of 
all the affected groups, including ad- 
vertising agencies, magazines, news- 
papers, and radio as well as manufac- 
turers directly affected. This committee 
waited on the Mayor in an effort to 
stay the hearings for thirty days and 
was also given full authority over the 
industry's appearance at the formal 
hearings. 

Powers of the Board of Health of 
New York City are, according to the 
City Charter, almost autocratic. Its 
regulations are not subject to review 
by the Mayor, the Board of Estimate 
and Apportionment, or the Board of 
Aldermen. Only in certain cases are the 
courts able to review them. This makes 
the proposed amendment very difficult 
to combat along the usual legislative 
lines. The Chemists Club meeting de- 
cided to bring every possible pressure 
to bear upon the Board for delay until 
the enactment of the Copeland Bill, 
anticipated at next session of Congress. 


Kennedy Visits New York 
John R. Kennedy, 
vice-president of United Drug Co., Ltd., 
Toronto, spent a week in New York 
early in October contacting his many 
friends among 
the toilet prepa- 
rations and 
ply trades. 
Kennedy 
that 
Canada is good, 
better, he feels 
than on this side 
of the border. 
He is particular- 


sup- 
Mr. 
says 


business in 





ly encouraged by 
from the 
Western provinces where crops have 


J. R. Kennedy 


reports 


been good, money seems to be reason- 
ably plentiful, and the people are buy- 
ing a wide variety of products. 

The Canadian association in which 
he is very active, will hold its winter 
meeting in Toronto the first week in 
December and Mr. Kennedy extends an 
invitation to the American trade to 
attend the convention. 





N.W.D.A, Elects Capt. 
Schieffelin 

The National Whole- 
sale Druggists Association closed one 
of its best attended and most success- 
ful with the election of 
Capt. W. J. Schief- 


felin, Jr., as pres- 


conventions 


ident to succeed 
A. Kiefer Mayer. 
Capt. Schieffelin 
is president of 
Schieffelin & Co., 
New York. George 
B. Evans, of Al- 
bany, N. Y., E. A. 
Meridi- 
an, Miss., W. F. 
Terry, San Fran- 
cisco, H. M. Folsom, San Diego, Calif., 
and J. O. Robinson, Baltimore, were 
The 
tion’s most important activity was the 
adoption of a resolution urging Con- 





Morrison, 


W. J. Schieffelin 


named vice-presidents, conven- 


gress to pass legislation to clarify price 
control under the Clayton Act and to 
provide such legislation as may be 
necessary to assist the trade in elimi- 
nating unfair trade practices. 


Silver Back from England 

John A. Silver, vice- 
president of the F. J. Stokes Machine 
Company of Philadelphia, Pa., makers 
of chemical, pharmaceutical and spe- 
cial process equipment, has just re- 
turned with Mrs. Silver from an eight 
weeks’ stay in England. Mr. Silver 
spent considerable time visiting plants 
in the various fields served by his com- 
pany and in their 
British agents. 


conference with 


Cosmetics in the Bath 

According to a London 
journal, when a certain public bath, 
which is not named, was emptied, the 
sediment at the bottom was found to 
contain the following contents per 
square foot: 73 grains of lipstick, 
96 grains of rouge, half a pint of 
hair oil, 153 grains of face-powder, 14 
false eyebrows, 19 beauty spots, and 
portions of 17 wigs. We admire the de- 
tailed character of this analysis, but 
Evidently 
American chemists have something to 
learn! 


wonder how it was done. 


Kenra Laboratory Co. Moves 
The Kenra Labora. 
tory Co., Indianapolis, Ind., has moved 
from 2153 Central avenue to 103 Trans- 
portation Building, that city. 
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H. W. Baldwin Visitor in N. Y. 
H. W. Baldwin. 


founder and president of the Baldwin 
Laboratories, Saegerstown, Pa., was a 
visitor in New York early in October. 
Mr. Baldwin 
tablished his com- 
pany, which makes 
insecticides, about 
and a_ half 


years ago and now 


es- 


two 


is rejoicing in na- 
tional distribution 
very 
scale. He came to 
New York to visit 
his trade and also”) yy 
the 
material and supply houses from which 


on a large 





W. Baldwin 


some of raw 

he buys. Our reporter caught him with 
the candid 
calls. 


camera on one of these 


Weil Shows Line at Gay Party 

Parfums Weil, Paris 
and New York, gave a very gay and 
very smart cocktail party at the Hotel 
Pierre, September 24. Both Paul H. 
Ganz and Miss Janice Fisher received 
guests and displayed the entire Parfums 
Weil line in an adjoining room. A 
number of new and _ attractive 
have been added which are now re- 
ceiving prominent recognition in lead- 
ing stores. News releases giving com- 
plete information about each number 
in the line equipped each visiting edi- 
tor with sufficient ammunition to tell 
the entire Weil story without making a 
dozen telephone calls to check up on 
details. The party was attended by 
practically all important editors, both 
in the cosmetic field and also some from 
the fashion field, since this company 
wisely coordinates its products with 
the style and fashion trends of the year. 
Scarcity of space in the packaging sec- 
tion alone accounts for the illustration 
of only three products from the new 
collection. 


items 


No Chain Drug Stores 
in Japan 
There are no chain drug 
stores in Japan such as are known in 
the United States, although department 
stores maintaining branches in_ the 
larger cities of Japan have drug de- 
partments. No noticeable price cutting 
upon the part of these stores has been 
observed. 
Prices of patented preparations are 
set by the manufacturers thereof or by 
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their agents, who also pay all expenses 
incurred in advertising, etc. The per- 
centage of profit left to the retailer is 
small and there is no keen competition 
among retailers. Two guilds exist in 
the chemical, drug and pharmaceutical 
trade, one of retailers and one of 
wholesalers, neither of which, however, 
attempts to control or set prices. 
Generally speaking, there is no prob- 


lem 


of price maintenance in Japan, 
such fluctuations as occur being due to 
market demands, the price of raw mate- 


rials, foreign exchange, etc. 


Soap Ass’n Adds Teletype 

The 
American Soap and Glycerine Pro- 
ducers has added a teletype device to 


Association of 


its equipment especially to facilitate 
rapid delivery of telegrams addressed 
to the association or its manager, R. C. 
Edlund. 
graph the association or any member 
of its staff should prefix to the address 
of the telegram the letters “WUX,” 
indicating teletype delivery. 


Members who wish to tele- 





Heine Recovering 
From Operation 

F. W. Heine, presi- 
dent of Compagnie Duval, Inc., New 
York, recently underwent a tonsil op- 
eration at Johns Hopkins Hospital. 
Mr. Heine is making a rapid recovery. 
He advises us that the operation was 
performed after he found that his tast- 
ing organs, extremely important in his 
work on flavors, were not functioning 
perfectly, and that already he has no- 
ticed a marked improvement in his 


sense of taste. 


Cuban Visitors in New York 

J. M. Cubas and 
Raul Lopez of Laboratorio Gravi, Igna- 
cio Lopez y Cia., Jovellanos, Cuba, 
toilet 
came to New York late in September on 


manufacturer of preparations, 
a buying trip. They are planning to 
add several new items to their line, and 
and 
equipment for the manufacture of these 
products. 


contacted dealers of supplies 


This show window by Ogilvie Sisters at Bon Marche, Seattle, is an unusually 


fine example of simplicity and effectiveness of design and carefully planned 


construction. 
from the handling of the products. 


toiletry displays. 


The fine background does not, as in so many cases, detract at all 


It is among the best of many recent fine 


California Planning 
Materials Exhibit 

November 13 has 
been selected as the date for the annual 
Associate Members’ Meeting of the 
California Cosmetic Association. It 
will be held in Hollywood and ‘will be 
conducted entirely by suppliers of raw 
materials, machinery, packages, etc., 
associated with the organization. Latest 
package developments will be featured 
as well as a wide variety of new and 
standard raw materials. Exhibits are 
already being planned by a number of 
nationally known suppliers, including 
E. N. Rowell Co., Batavia, N. Y.; 
Owens-Illinois Glass Co., Toledo: 
Fritzsche Brothers, Inc., New York; 
Scovill Mfg. Co., Waterbury, Conn.; 
Felton Chemical Co., Brooklyn; W. C. 
Ritchie Co., Chicago; Florasynth Lab- 
New York; Givaudan- 
Delawanna, Inc., New York, and many 
others. 


oratories, Inc., 


Institute Elects Naugle President 

The Beauty & Bar- 
ber Supply Institute at its recent an- 
nual convention at the Commodore 
Hotel, New York City, elected W. J. 
Naugle of Sunbury, Pa., president for 
the coming year. Other officers are 
Leon Jager, Springfield, Ill, O. B. 
Sellers, Fort Worth, Texas, and C. A. 
Stearns, San Francisco, vice-presidents, 
and Emil Schneider, Memphis, Tenn.., 
treasurer. Max H. Berliner, Seattle, re- 
tiring president and V. J. Curcio, Jer- 
sey City, were named board members 
to serve with the officers and O. B. 
Leve, St. Louis, and George Miller, 
Washington, D. C., hold over mem- 


bers. 


August Shows Tax Increase 
Excise taxes on cos- 
metics for the month of August totaled 
$871,517, as against $359,685 for the 
same month in 1934, according to fig- 
ures just released by the Treasury De- 
partment. This encouraging figure is 
supplemented by the taxes on denti- 
frices and soaps, which amounted in 
August to $368,896, as against $345.,- 


711 last year. 


Roundtree Enjoys Fishing Trip 

L. T. 
president of the Randolph Box and 
Label Co., Chicago, Ill., has returned 
from a fishing trip in Lake-of-the- 


Roundtree, 


Woods, Michigan. Mr. Roundtree re- 
ports a catch of over three hundred 


bass. 
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Delavigne Back from France 
Albert Delavigne, 
president of the George Silver Im- 
port Co., New York City, returned on 
the Normandie October 7 from a two 
months’ trip abroad. All of the time, 
excepting two weeks during which Mr. 
Delavigne enjoyed a well-earned va- 
cation at Billers sur Mer, was spent in 
conference with the officials of Etabs. 
Roure Bertrand Fils & Justin Dupont 
in Paris. 
Mr. Delavigne was favorably im- 
pressed with conditions in the trade 


WITH THE INTER-CITY GOLFERS. 
3. Otto Wegner and Mayor de Hoyos. 


both abroad and in the United States 
on his return and looks forward to 
making 1936 a banner year. 


Inter-City Golf at Detroit 

The Tigers won the 
World Series, but before that (for 
Detroit) event, Detroit cos- 
metic golfers again took their Chi- 


happy 


cago rivals into camp at the tough 
Meadowbrook the 
city, retaining, for this year at least, 


course in former 


the Fort Dearborn trophy, emblematic 
of the inter-city golf championship. 


1. Wilbur Elliott. 2. “Doc” Cole. 
4. Ed Navwarre. 5. John Carlisle and 


Ralph Stevenson. 6. “Jamie” Makes a Bet. 7. Practice Putts. 8. Steve Mayham 


and Bill Schutte. 


Vicary. 


9. Walter Daniels and Ben Zimmer. 


10. Chairman Ray 











The score this time was 15 matches 
to 13, closer than at the first tourna- 
ment in Chicago, but quite ample for 
the About fifty Chi- 
cago and a host from Detroit with 
one or two from New York attended 
the tournament and dinner and com- 
peted for the array of very handsome 
prizes donated by generous members 
of the trade in Detroit. We refrain 
from giving scores in individual play. 


purpose. from 


As one golfer expressed it after turning 
in a gross of 156 for eighteen holes, 
“The damned greens were too fast. | 
three putted all around the course.” 
The array of pictures offered herewith 
shows that everyone enjoyed himself. 
Brief talks at the dinner were made by 
President Porier of Detroit and Presi- 
dent Helfrich of Chicago, Ed Navarre, 
Dudley Lum, Ray Vicary, Mayor de 
Hoyos, Steve Mayham and others. It 
was a grand party and well deserves 
frequent repetition. 


Omaha Company in 
Larger Home 


The Omaha Barber 
& Beauty Supply Co., Inc., Omaha, 
Neb., is now located in new quarters, 
having taken over the four-story build- 
ing at 140714 Douglas Street, along 
with the business of the A. L. Undeland 
Co., which formerly occupied the quar- 
ters. The company is one of the largest 
between Chicago and the West Coast 
and carries a complete line of equip- 
ment and supplies for the barber shop 
and beauty shop trades. 


To Occupy Orange Factory 

The Board of Com- 
missioners of the city of Orange, N. J., 
has passed a new zoning ordinance per- 
mitting the manufacture of perfumes 
in the city. The action was taken to en- 
able the C. E. Winckel Co., formerly 
located in Newark, to occupy a factory 
in South Jefferson street, Orange. The 
property is a one-story plant of 6,000 
square feet in the rear of the Trimble 
hat factory. About thirty people will 
he employed. 


Pinaud Wins from Tripoli 
A preliminary in- 
junction has been issued against the 
Tripoli Barbers’ Supply Co., Philadel- 
phia, by the United States District 
Court at Philadelphia in a suit brought 
against it by Pinaud, Inc., of New York. 


The Pinaud firm alleged that the 
toilet water, “Lilas de France,” was 
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MORE INTER-CITY GOLFERS. 

and the “Pro.w’ 2. Ed Drach. 
5. “Tenor” Gilson. 6. Dudley 

9, The Parento Trio. 


infringed by the defendant's 
product, “French Lilac,” and that its 
hair tonic, “Eau de Quinine,” 
tated by the 
Quinine.” A number of similar char- 


upon 


was imi- 
preparation, “French 
acteristics between the products of both 
firms in respect to labels, bottles, neck- 
bands, notations, etc., were given as 
the basis for the infringement charge. 
The action was brought under the 
United States trade mark laws with 
losses and damages claimed to exceed 
$100,000. 


Beauty Show in New York 


The annual conven- 
tion and official show of National Hair- 





1. Harry Larsen, Herb Brown, Ben Roberts 
3. President 
Lum. 


4. Ed Ecclestone. 


8. Gene Barton. 


Porier. 
7. Elliott, again. 


dressers and Cosmetologists Associa- 
tion was held at the Hotel Pennsylva- 
nia, New York, October 14 to 17. At- 
tendance was by far the largest at any 
of these exhibits and exhibitors in gen- 
eral were well satisfied with the results. 
The displays were varied with a few 
manufacturers of cosmetics and many 
devoted to beauty shop equipment. 
Among the speakers were Charles Nes- 
sler, dean of the industry and inventor 
of permanent waving, whose talk was 
devoted to the progress made since the 
process was invented thirty years ago, 
and Florence E. Wall, consultant, who 
talked on chemistry in the 
parlor. 


beauty 












Display Club Starts Activities 
At its first fall meet- 
ing, the recently organized Display 
Club of New York, outlined a compre- 
hensive program for achieving its ob- 
jective — elevating the standards of 
display everywhere and promoting bet- 

ter merchandising through display. 
The club is organized to cooperate 
with all advertisers, and invites their 
inquiry when they are in need of ad- 
vice about their displays. Without ob- 
ligation, the Display Club of New York 
will put merchants, manufacturers and 
agencies in contact with display men 
and women qualified to succeed in 
their particular field of display. A rep- 
resentative of the club is prepared to 
discuss any display problems on 
receipt of an inquiry to the committee. 


du Pont to Curtail in 


Carrollville 
Plans of E. I. du 


Pont de Nemours & Co. to curtail op- 
erations at its Carrollville, Wis., plant 
have been announced by the manage- 
ment. At present there are between 500 
and 600 employees at work and it is 
expected that at least 350 of these will 
be let out in about a year from now. 
Complete closing of the plant may also 
eventually result. 

The company, it is stated, has decided 
to concentrate all manufacturing facili- 
ties for certain dyestuffs at its Deep- 
water Point, N. J., plant. 

The management states that no defi- 
nite date could be set at this time for 
the transfer of the various operations, 
that some months at least would be re- 
quired before the program was started, 
and that probably several years would 
be required to complete the move. 


Kushner Heads Lloyd Soap 


Charles Kushner has 
been elected president of the Lloyd 
Soap Co. New 
York, manufac- 
turers of soaps ’ 
and soap novel- 
ties for the retail 
trade. Mr. Kush- 
ner has had long 
experience in 
soap sales and 
production and 
for the last few 
years has been 
connected with 
Lightfoot Schultz Co. He numbers a 
host of friends in the department store 


C. Kushner 
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field who will wish him every success 
in his new connection. 


Lengyel Appoints Western 
Manager 
Parfums Lengyel, 

Inc., New York, has advised us of the 
appointment of Maurice Whitebone as 
Western manager with headquarters in 
San Francisco. Mr. Whitebone has 
been associated with the toilet prepa- 
rations industry for many years and 
is thoroughly familiar with the field 
and especially well-known to buyers 
throughout the Western territory. He 
was for several years connected with 
Helena Rubinstein, Inc., covering that 
section. 

Laszlo Lengyel, brother of Georges 
Lengyel, president of the company, is 
now in New York, having arrived late 





Laszlo and Georges Lengyel 


in September from the Paris headquar- 
ters. He will in the future be asso- 
ciated with the American company, 
making his headquarters at the New 
York offices. 

Full pages in Vogue and other lead- 
ing consumer publications are now fea- 
turing Lengyel products, especially the 
“Essence Imperiale Russe,” and a 
broadening campaign of advertising is 
being planned for the next six months. 


Import Rule Brands Extended 
The Bureau of Cus- 


toms has extended its ruling on imports 
of perfumes for personal use of trav- 
elers returning from abroad to cover 
several other brands. The rule per- 
mits importation under certain condi- 
tions. The following additional brands 
are now covered: 

L. T. Piver, Inc., “Fetiche” :—Trade- 
mark must be removed or obliterated 
from all bottles in excess of one for 
each passenger. 

Lentheric, Inc., “Lentheric” and 
“Miracle”; Veolay Perfumery Corpo- 


ration, “Ambre Royal,” “Veolay,” and 
“Violet” :—Trade marks must be re- 
moved or obliterated from all bottles. 

Abouchar & Co., “Maja,” “Myrur- 
gia,” “Polvos Maja,” “Polvos Maja” 
(soap), and “Orgia”:—Written con- 
sent of the trade mark owner must be 
presented. 


Tres Joli at New Address 


Tres Joli Personal 
Analysis Laboratories, Inc., Kansas 
City, is now located in new quarters 
at 14 East 3lst street. The company 
was formerly at 114 North Linwood 
Boulevard. 


New Garfield Salon Opened 


On October Ist Miss 
Elizabeth M. Maher entertained for 
Miss Evelyn Garfield, introducing her 
new salon at 724 Fifth avenue with a 
most sociable “At Home.” A smart and 
friendly atmosphere pervades the re- 
ception room, decorated in contem- 
porary taste, and the private treatment 
rooms where Miss Garfield specializes 
in corrective treatment, especially for 
acne and blemishes. She manufactures 
her own products, eliminating all prep- 
arations of a solid or semi-solid nature 
and confining herself to liquids, oily 
and otherwise. Her success to date has 
been indicative of the demand for her 
treatments and at some time in the near 
future she may be ready to present her 
line for distribution through stores. At 
present her sales are confined to her 
salon. 


Fire Damages Perfumery Plant 
Fire late in Septem- 
ber seriously damaged the Philadel- 
phia plant of the Zale Perfumery 
Co., at 2030 East Willard street. The 
fire took place at mid-afternoon and 
covered the entire section with a pall 
of acrid smoke. The blaze started 
on the second floor, but spread to the 
first floor and the roof before it was 
finally brought under control. 


Lloyd George Soap 

We are informed 
that tablets of soap, bearing the likeness 
of the distinguished British statesman 
and the words “Wash your hands of 
prejudice and study the New Deal,” 
were offered to the Council of Action, 
but were declined. Perhaps the price 
asked was too high, or the Council did 
not consider the type of propaganda 
suitable. 
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Mr. Fritzsche Mr. Givaudan 


Our European Visitors 

We have been hon- 
ored this month with visits from a large 
number of European raw material pro- 
ducers, more than in several years. 
Interviews with them indicate that one 
reason for their coming is the greatly 
improved sentiment in the raw mate- 
rial industry regarding the outlook for 
sales in the cosmetic industry. As a 
unit they report great improvement in 
conditions here as compared with for- 
mer visits last year and two years ago. 

Among the French visitors is Sena- 
tor Eugene Charabot, head of Charabot 
& Co., Grasse, who is making his head- 
quarters with Ungerer & Co., New 
York, for many years his American 
representative. Also from France is 
Francois Morel, a principal of the 
house of Lautier Fils, prominent mak- 
ers of floral oils. He is visiting his 
branch house here, Lautier Fils, Inc., 
of New York, and visiting the trade 
with C. H. Bourguet, American man- 
ager. 

Francois Goby of Tombarel Fréres, 
Grasse, is another prominent French 
visitor. His headquarters are with Al- 
bert Verley, Inc., New York and Chi- 
representatives in the United 
States. Emile Schlienger, head of the 
house of Bertrand Fréres, Grasse, is 
spending several weeks here traveling 
with F. C. Theile, president of P. R. 
Dreyer, Inc., New York, for many 
years agents for the Bertrand Fréres 
line in this country. 


cago, 


Hermann T. Fritzsche, president of 
Schimmel & Co., Miltitz-bei-Leipzig, 
Germany, is spending several weeks at 
the New York headquarters of Schim- 
mel & Co., Inc., New York, while from 
Switzerland has come Xavier Givaudan, 
one of the principals, and Jacques 
Riedweg, assistant general manager, of 
the house of L. Givaudan & Cie., 
Geneva, represented here by Givaudan- 
Delawanna, Inc., New York, the Amer- 
ican branch of this prominent manu- 
facturer of synthetics. 

On general business conditions the 
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Sen. Charabot Mr. Schlienger 
group is a unit in finding great im- 
provement. Regarding the flower crops, 
the consensus is that jasmin will be 
somewhat underproduced, but is likely 
to be cheaper in price on account of 
the lower cost of the flowers this year. 
Lavender will be a short crop and 
higher in price, both because of lack 
of a carry over and also on account 
of rather ill-advised visits to the laven- 
der section by some of the world’s larg- 
est consumers. 

It is always a pleasure to welcome 
these friends from abroad and we hope 
that more and more of them will find 
business here good enough to warrant 


annual trips to our shores. 


Mr. Goby Mr. Morel 


Morel Returns to Grasse 

Mr. Morel wassched- 
uled to return on the Normandie Oc- 
tober 23, after spending two months 
in the United States, where he was in 
conference with Camille Bourguet, 
manager of Lautier Fils, Inc., the 
American company of the old estab- 
lished French firm. 

It was the thirty-second trip across 
the ocean for Mr. Morel, who has been 
coming to the United States annually 
for many years. Much of his time was 
spent in calling on the trade and he 
was highly gratified with the reception 
accorded him in this country, where 
he is regarded now as an old friend. 





Iw this picture, F. de la Garza, representative in Mexico of Fritzsche Brothers, 


Inc., New York, and his friends are shown arriving at the Lions’ International 


Convention in Mexico City in an automobile of ancient vintage. With Mr. de la 


Garza in the picture are J. Salcedo, essential oil dealer of Mexico City, and F. 


Martinez, well known as a manufacturer of soaps. 
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Opens Proprietary Ass'n to 
Agencies 

In its campaign for 
self-regulation of advertising in the 
drug field, the Proprietary Association, 
according to an announcement from 
the office of Frank A. Blair, president, 
has opened its membership to advertis- 
ing agencies who may now join the 
association as non-voting associate 
members. 

The following agencies are listed 
among the first to join the association: 
Benton & Bowles, Inc.; Brooke, Smith 
and French; The Thompson - Koch 
Company; Pedlar & Ryan, Inc.; 
Luckey Bowman, Inc.; Erwin, Wasey 
& Company, and Collier Service Cor- 
poration. 

The special membership gives the 
agency full access to the copy service 
of the Advisory Committee on Adver- 
tising, which for the past year, under 
the direction of Edward H. Gardner, 
executive secretary, has been reviewing 
advertising copy in the proprietary and 
cosmetic fields. 


New Raw Materials Company 


A new company to 
supply raw materials for the toilet 
preparations, soap, extract and allied 
industries has been organized by Ar- 
thur W. Mudge, Michael Lemmermeyer 
and Edwin T. Booth. Offices have been 
taken at 15-17 East 30th street, New 
York, telephone Murray Hill 4-3432-3, 
and the factory will be operated at 
Stamford, Conn. The new company 
will begin business operations with 





Mr. Mudge 


several foreign connections in Spain 
and France, and arrangements have 
been made for supplies from the 
French colonies, including such im- 
portant items as geranium, ylang ylang 
and vanilla. Laboratories and storage 
space are connected with the New York 
office. 

Mr. Mudge has been connected with 
the industry ever since his graduation 
from the Massachusetts Institute of 
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Mr. Lemmermeyer Mr. 


Heads Ernest 
Baum Mfg. 

Ivan L. deJohn has 
elected 
president and general 


been vice- 
manager of the Ernest 
Baum Manufacturing 
Co., 


geles, and B. Carl 


Inc., Los An- 


Tremaine has been 
named treasurer of 
that company. The 
company is the suc- 
cessor to Ernest 
Baum Products Co., 
long known in the 
beauty products field 
in the Far West. 
Ernest Baum con- 
tinues as president 
and M. Baum as sec- 
retary of the company. The organiza- 
tion will continue in the same build- 
ing at 2328 East Seventh Street which 
it has occupied since last August. 
Technology in 1914, excepting for two 
years of army service. After the war 
he became with Antoine 
Chiris Co., spending some time in 


connected 


Paris and Grasse. After a few years 
in another line of business, he joined 
the aromatic chemical division of the 
Newport Chemical Co., and a little 
over two years ago organized Organic 
Products, Inc. 

Mr. Lemmermeyer has been active 
in the essential oil and aromatic chemi- 





Booth 


cal industry for more than 28 years, 
and for the last ten years has been gen- 
eral sales manager for Givaudan-Dela- 
wanna, Inc., New York. After an early 
connection with George Lueders & Co., 
New York, he organized the firm of 
Lum & Lemmermeyer with Dudley F. 
Lum, which operated successfully in 
Chicago for several years before it 
Givaudan-Dela- 


was taken over by 


wanna, Ine. 





Plant of Ernest Baum Mfg. Co. 


Here more than 15,000 sq. ft. of addi- 
tional space is available and added 
capital and increased machinery have 
improved the service of the company. 


Mr. Booth is a member of a family 
of nationally known perfumers. His 
first position was with the Lundberg 
Co., manufacturers of toilet prepara- 
tions, where he was perfumer, officer 
and director until 1920, when he be- 
came an officer and director of Pac- 
quin, Inc. In 1924 he resigned to be- 
come perfumer of Givaudan - Dela- 
wanna, Inc., where he originated many 
perfume compounds and had charge 
of laboratory control of all of the ma- 
terials produced by the company. 

Definite announcement of the name 
of the new company will be forthcom- 
ing in the near future. 


Dow Wins Patent Suit 

The Dow Chemical 
Co. won the suit brought by Monsanto 
Chemical Co. and Swann Research Co. 
of Birmingham, Ala., in which patent 
infringements were alleged. 


Congratulating Mr. and 
Mrs. Alsop 

Not to be outdone 
by her husband, who is constantly “at 
the bench” perfecting new labor sav- 
ing equipment, Mrs. Samuel Alsop, 
wife of the president of Alsop Engi- 
neering Corp., New York, had her 
innings a few weeks ago when she pre- 
sented Mr. Alsop with an eight-pound 
baby boy. He has been named Edmund 


Bell. 
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Continental Buys Whittall Can 


Continental Can Co., 
Inc., New York, has purchased a ma- 
jority interest in the common stock of 
the Whittall Can Company, Ltd., of 
Montreal, Canada, at $8.50 per share. 
The announcement also stated that the 
same offer would be made to the re- 
maining holders of Whittall Can Co. 
common shares. 

The Canadian firm is one of the 
leading can manufacturers of Canada, 
supplying tin containers to important 
packers of fruits, vegetables and other 
food products as well as general line 
cans for paints, varnishes, oil, tea, 
coffee, spices, chemicals and other mis- 
cellaneous products, according to the 
announcement. 

Newly elected officers of the Whittall 
Can Co., Ltd., were officially announced 
to be as follows: C. C. Conway, chair- 
man of the board (also chairman of 
Continental Can Co., Inc.) ; O. C. Huff- 
man, president (also president of 
Continental Can Co., Inc.); W. M. 
Tomkins, executive vice-president 
(Continental Can Co., Inc.); D. S. 
Whittall, vice-president in charge of 
manufacture, and D. H. Macfarlane, 
secretary and treasurer. In addition, the 
following were elected to the board: 
J. F. Hartlieb (vice-president Contin- 





ental Can Co., Inc.), Robert Barlow 
(managing director, Metal Box Co., 
Ltd., of London, England), J. A. Mann, 
K. C.; F. A. Whittall (in charge of 


sales), and Col. E. Gerald Hanson. 


London Chemists’ Exhibition 


Judging from the 
proportion of toilet lines, as compared 
with other pharmaceutical products, 
displayed at the 1935 Chemists’ Ex- 
hibition, held in London, September 
23 to 27, it seems safe to say that from 
being side lines, perfumes and cos- 
metics have now come to constitute 
the chief items sold at drug stores (or 
chemists’ shops, to use the English 
term) in Great Britain. And perhaps 
especially interesting was the inclusion 
among the displays of machinery for 
the small-scale production of such cos- 
metics as face-powders, creams, com- 
pacts and lipsticks, since a few years 
ago such machines were almost un- 
obtainable in Great Britain. Cheap per- 
fumes were much in evidence, as were 
also, naturally, gift coffrets for the 
Christmas trade. 

There is a tendency in Great Britain 
to concentrate on cheap lines, and the 
demand for articles retailing at 6d. is 
enormous. Two new perfumes, how- 
ever, were shown of an entirely dif- 
ierent character, both of the sophisti- 
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€. RANGANATHA RAO SAHIB, who has just relinquished the post of Trade 


Commissioner for Mysore in London, has become a director of Messrs. Leopold 


Laserson, Ltd. He is returning to India, and will reorganize the business of 


the company in that country, 


In the photograph, C. Ranganatha Rao Sahib is sitting on the left hand of Dr. 


Leopold Laserson, chairman of the board, who has J. W. Bobin, another direc- 


tor, sitting on his right. 


As trade commissioner for the Mysore Government in London, T. V. A. 


Isvaran, B.A., succeeds C. Ranganatha Rao Sahib, who has done so much to 


increase the demand for Mysore sandalwood oil in Great Britain. Mr. Isvaran 


was a Deputy in the Mysore State. 
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cated type calculated to appeal to the 
cultured nose. One was “Moon Mist,” 
a medium-priced perfume, packed in 
small black bottles shaped like a cock- 
tail shaker, shown by Adelaide Grey, 
Ltd.; the other was “Creation de Lon- 
dres,” a de luxe article, in highly deco- 
rative green and crystal bottles packed 
in pigskin cases, retailing at £4. 10s., 
shown by the Dekur Laboratories, Ltd. 

Turtle oil seems to have become well 
established in favor as a cosmetic ma- 
terial in Great Britain. Some hormone 
creams were also shown by various 
firms. 


Fritzsche Now in New Quarters 
Brothers, 
Inc., is now located in its new head- 
quarters in the Port of New York Au- 
thority Building, 76 Ninth avenue, 
New York. The new quarters are com- 
pletely equipped in every particular 
to facilitate the company’s business 
and elaborate provision has been made 
for the comfort, convenience and 
health of the employees. Half of an 
entire floor, more than two acres of 
floor space, has been adapted espe- 
cially to the requirements of a modern 
essential oil house. 


Webb Returns with Bush 

R. Righton Webb, 
treasurer of W. J. Bush & Co., Inc., 
New York, returned on the Statendam 
September 22 from his annual visit 
to Europe. 

Mr. Webb was accompanied on the 
Statendam by E. L. Bush, who is visit- 
ing the United States and Canada and 
expects to return to London later this 
month. Mr. Bush has been elected a 
director of the American company, 
succeeding the late Alfred W. Bush. 
He has been a director of the British 
company for some months. 


Chavdaroff Returns 


from Bulgaria 


Fritzsche 


S. M. Chavdaroff, 
New York City, recently returned on 
the Normandie from a three months’ 
trip abroad which included a stay in 
the principal rose-producing centers 
of Bulgaria. He reports that the yield 
of rose oil this year is lower than nor- 
mal, but that the quality is uniformly 
higher. 


Ayers in New Quarters 

Ayers Laboratories, 
formerly located at 126 Callen avenue, 
Evanston, III., have moved to more con- 
venient quarters at 118 Elmwood street. 
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New Bulgarian Rose Regulations 


The extremely rigid 
control which the Bulgarian govern- 
ment has exercised over the produc- 
tion and sale of otto of rose during the 
last few years has been somewhat re- 
laxed by a new decree, now in effect. 
Under the new law, control of the size 
of the crop and the prices to be paid 
for the flowers will remain with the 
Bulgarian Agricultural Bank, which 
will fix the price, allot the quantity, 
and purchase the flowers themselves, 
making it illegal for others to traffic 
in the flowers at all. 

Distillation of the oil, however, will 
be carried on by the cooperatives and 
by manufacturers recognized by the 
association of producers and exporters 
of the oil. The Bank will distribute 
the flowers to these groups for distil- 
lation after application has been made 
by the prospective distillers for allot- 
ments. The roses left over will be 
distilled by the Bank, which will be 
allowed to requisition any distillery 
which it may care to use for the actual 
distillation. 

Stocks of old oil are entirely in the 
hands of the Bank and sales and ex- 
ports by distillers will be strictly under 
the Bank’s control but transactions 
need not necessarily be carried on with 
the Bank. 

The new regulations have materially 
eased the acute situation in which dis- 
tillers found themselves under the for- 
mer law and will enable consumers to 
purchase otto of rose of several brands 
and, it is believed, of qualities usually 
associated with such brands in the 
world markets. 


London Photographic Exhibition 


The Exhibition of 
Photography in Commerce and _ In- 
dustry organized by the Professional 
Photographers’ Association and held 
in London, September 3 to 14, in- 
cluded some items of decided inter- 
est, from the advertising angle, to 
manufacturers of cosmetics. There was 
a section devoted to color photographs 
produced by the “Vivex” process, 
which enables results of the greatest 
realism and accuracy of color detail to 
be obtained. Included in this section 
was a very attractive poster designed 
to advertise “Vinolia” products, which 
is stated to be the largest color photo- 
graph so far produced. Another lovely 
color photograph portrayed the “Diana 
Clare” lines of cosmetics. 


October, 1935 





Paul Westphal 

Paul Westphal, son 
of the founder of the hair tonic busi- 
ness of that name, died at his home in 
Guttenberg, N. J., October 8, at the 
age of 46. Mr. Westphal and his 
brother Harry succeeded their father 
in the business and he had been con- 
nected with it throughout his business 
career. He leaves his widow who was 
Miss Martha Killman, and three chil- 
dren. Funeral services were from his 
home in Guttenberg. 


Charles F. Black 

Charles F. Black, 
cashier for Merck & Co., Rahway, 
N. J., died September 22 at the St. 
Elizabeth Hospital, Elizabeth, N. J., 
after a long illness. He was fifty-six 
years old. He had lived in Elizabeth 
for twenty years. Surviving are two 
sisters, Mrs. Charles Reilly, Brooklyn, 
and Mrs. Harry L. Hobbs, Sayville, 
L. I. 


Richard Henry Wald 

Richard Henry 
Wald, retired president of Louis Wald 
& Co., soap manufacturers of Cincin- 
nati, died at his home in that city, Sep- 
tember 27, at the age of 79. Mr. Wald, 
while no longer active in the direction 
of the company’s affairs, continued as 
secretary and treasurer until his death. 
During the latter part of his life, Mr. 
Wald was greatly interested in educa- 
tional work, acting as treasurer and 
trustee of the University School. Some 
years ago he established and endowed 
a professorship at the University of 
Cincinnati in memory of his brother, 
Gustave H. Wald. Surviving are his 
widow, Mrs. Irma Sterne Wald, a 
daughter and two grandchildren. 


Harry Whittle 

Harry Whittle, pres- 
ident of Whittle & Mutch, manufactur- 
ers of flavoring products, Philadelphia, 
died suddenly at his home in Logan, 
Philadelphia, September 20, at the age 
of 69. Mr. Whittle was born in Phila- 
delphia and educated in the public 
schools there, his first business experi- 
ence being in the hosiery field. He 
joined his father in business in the 
early eighties and in 1892, with Sam- 
uel H. Mutch, entered the flavoring ex- 
tract business. Upon Mr. Mutch’s death 
in 1921, the present corporation was 





formed with Mr. Whittle as president 
and the three sons of Mr. Mutch asso- 
ciated with him in executive capacities. 

Mr. Whittle was greatly interested 
in cooperative activities and served two 
terms as president of the National Man- 
ufacturers’ of Soda Water Flavors. His 
wife, who was Miss Elizabeth Diggle, 
died several years ago. Surviving are 
a son, Horace Whittle, of New York, 
and a daughter, Mrs. James Baldwin, 
of Philadelphia. 


Walter T. Walker 
Walter T. Walker, 


52, vice-president in charge of sales of 
the Kimble Glass Co., Vineland, N. J., 
died suddenly October 2 at White Sul- 
phur Springs, W. 
Va., where he 
was attending the 
convention of the 
National Whole- 
sale Druggists 
Association. 

Mr. Walker 
was a_ graduate 
of Yale and en- 
tered his business 
life with the West- 
ern Electric Co., 
soon becoming power apparatus man- 
ager in charge of sales of that division 
in the New York District. During the 
war he served as a captain in the Air- 
craft Production Division and later re- 
turned to Western Electric as manager 
of the Newark, N. J., and later the 
Buffalo, N. Y., branches. His next-con- 
nection was with the Vacuum Oil Co., 
as manager of the Chicago office, from 
which he went to the Owens-Illinois 
Glass Co., as manager of the new uses 
and research department, which posi- 
tion he held until he joined Kimble 
Glass Co. as general sales manager. 
He was made vice-president in 1932. 


The Late 
W. T. Walker 


Arthur H. Buhl 
Arthur H. Buhl who 


was a vice-president of Parke, Davis 
& Co., died September 26 at the age 
of 57 after nearly a year’s illness. He 
was a son of Theodore Buhl, a founder 
of the chemical company, and, in ad- 
dition, was active in numerous other 
enterprises, being president, vice-presi- 
dent and director of land companies, 
metal manufacturing companies, air- 
craft, real estate, railroad depot, and 
aviation companies. He was a member 
of nine Detroit clubs and of the De- 
troit Lodge of Elks. He leaves his 
widow, Clara, and three children. 


















te ava Belves of this service. 


idly as permits. 


nswers to in- 
the industry 


Answers will be published as rap- 


We shall be glad toe reply promptly by mail te 


any reader who will enclose a self addressed envelope with his query. 


8.-TOOTHPASTE FORMULA 


Q. Can you give us a formula for 
toothpaste with a comparatively heavy 
content of soap?—F. N., San Pedro, 
Dominica. 


A. This department is not devoted to 
formulae. In most instances, the actual 
formula is a minor matter, the product 
depending upon skill in compounding, 
purity of raw materials and many 
other factors. However, Dr. E. G. 
Thomssen, our contributing editor, 
gives the following in an article in our 


March, 1935, issue: 


5% lbs. flavor 

44s Ibs. specially denatured alco- 
hol 31A (20 lbs. neu- 
tral white soap not over 
5% HeO and 100 Ibs. 
glycerine to each 100 
gals. of ethyl alcohol ) 

101, lbs. glycerine 

17% oz. benzoic acid 

184, lbs. neutrai white soap 


11 = Ibs. light precipitated chalk. 


Flavor, glycerine, alcohol and _ ben- 
zoic acid are first mixed. Then the soap 
is added, and finally the chalk. The 
paste is then milled and filled into 
tubes. 


9.-“BACh TAXES” 


Q. The collector in our district charges 
that we owe the government a con- 
siderable amount of back taxes on con- 
tainers because of the new ruling of 
July 22. We have not been paying the 
tax on complete packages of goods 
which we bought in bulk and bottled 
in our own place. The actual manufac- 
turer has always paid these taxes and 
we have letters from the department 
assuring us that we were following the 
correct procedure. Can the government 
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collect these sums which the collector 
claims are due?—V . D., Chicago; R.S., 
Cleveland, and others. 


A. You ask whether the government 
can collect these “back taxes.” No one 
can tell in advance what the result of 
litigation would be. At the same time, 
there would seem to be no legal basis 
for collection of taxes prior to July 22, 
under a ruling only promulgated on 
that date. Such attempts should be re- 
sisted as strongly as possible and it is 
our opinion that the courts will uphold 
the taxpayer. At the same time, Wash- 
ington advices in this issue indicate 
that the government will make every 
effort to collect taxes on containers 
all the way back regardless of any 
previous rulings. 


10.-FORMULAE FOR CREAMS 


Q. We anticipate manufacturing al- 
mond and cucumber lotion, turtle oil, 
olive oil and theatrical cold creams. 
We would appreciate your extending to 
us every possible courtesy as to Jor- 
mulae, method of com pounding, source 
of supply and any other information 
you believe necessary. B. M., Phila- 


del phia. 


\. We have sent you by letter, sources 
of supply for turtle oil. The other in- 
gredients can be purchased through 
cosmetic supply houses many of whom 
advertise in this issue. As to giving 
formulae for the various products you 
expect to manufacture, we suggest that 
you retain a consultant who is experi- 
enced in this work. This column is de- 
voted to answering simple queries, and 
is not a formulary. See some texts on 
cosmetics for this. 


11.-MANUFACTURING PERFUMERS 


Q. I anticipate placing some toilet 
preparations on the market, and am in- 


terested in adding a few handkerchie{ 
perfumes to my line. Please supply 
jormulae for a perfume that is persist- 
ent, tenacious, clean and permanent, 
not of the Oriental type.—R. C., Allen- 
town. 


A. Unless you have the money, labora- 
tory, equipment and technicians to do 
this work, we suggest that you submit 
your problem to one of the bulk per- 
fume or essential oil houses. They are 
honest and conscientious, and will give 
you what you want in any price range. 


12.-BRUSHLESS SHAVE FORMULA 


Q. We are interested in getting formu- 
lae for brushless shaving cream, van- 
ishing cream, cleansing cream and cold 
cream.—H., S. D., Pittsburgh. 


A. Try looking these up in any stand- 
ard text such as Poucher’s, Winter’s or 
Cerbelaud’s books on these subjects. 
We also suggest that you keep all issues 
of THe AMERICAN PERFUMER, since 
these topics have been discussed in 
previous issues. For brushless shaving 
cream see Vol. XXVIII, 1933, 189; for 
cold and cleansing cream see Vol. 
XXIX, 1934, 79, and for vanishing 
creams see Vol. XX VII, 1933, 650, all 
in THE AMERICAN PERFUMER. 


15.-HARDENING OF WAVE SET 


Q. About a week or two after we make 
our wave set concentrate, it sets to a 
hard jel in the bottle. We have tried 
everything we know of to overcome this 
and have been unsuccessful. Frantical- 
ly, we ask you to help us with this prob- 


lem.—M.T., Hollywood. 
A. We would like to help you, but how 


the heck can we when we don’t know 
what you have in this wave set of yours. 
Ouija might help us, but we would 
rather get the facts from the living. 
Send us your formula and we'll be in 
better position to criticize or advise. 


14.-LIPSTICK COLORS 


Q. Please supply us witha formula for 
a good lipstick with indelible coloring 
in light, medium and dark shades.—f. 


O. H., Dublin. 


A. In this country most of the lipstick 
sold is made by houses specializing in 
this phase of the work. We presume the 
same is true in the European countries. 
Lipstick is such a difficult thing to make 
right that we hesitate to suggest a for- 
mula, but believe that your problem 
can best be solved by submitting it to a 
house equipped to make this for you. 
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Toiletry Trade In Malaya 


Malaya offers good market in toilet 
preparations for the United States but 
in these lines the buying is largely con- 
fined to the Chinese. The oriental races 
in Singapore are westernized in their 
uses of cosmetics, face creams, lip stick, 
eye lash mascara, perfumes, finger nail 
polish, etc. 

Great Britain does the larger portion 
of its trade in toilet preparations in 
perfumery. In many cases perfumes 
formerly manufactured in France are 
now being shipped to this market from 
subsidiary companies in Britain so as 
tc secure the British preferential tariff 
in the Federated and Unfederated Ma- 
lay States. 

Among the high-grade perfumes, one 
of the best known is the German “4711.” 
A small trade in high-grade perfumes 
is also done by France. 

Cosmetics sold by British manufac- 
turers are mostly low priced articles, 
which are popular with the Chinese. 
Japan does a flourishing business in the 
sale of face powders. American man- 
ufacturers have a large sale in rouge, 


lip stick, compacts, nail polish, and 
cleansing and vanishing creams. In the 
face cream market American prices are 
said to be competitive with those quoted 
by French and British manufacturers. 
The lip stick trade is exclusively con- 
fined to the United States. 

In eyelash mascara sales Great Bri- 
tain supplies the larger portion of ihe 
trade. 

The local manufacture of cosmetics 
is practically negligible and in the cos- 
metic line, as in other chemical and 
allied products, advertising and the use 
of well-known trade marks play a most 
important factor in the eventual success 
of the line. 

Large quantities of cheap perfumery 
and face powders are also brought in 
from Hong Kong and India. The Tamil 
Indians are believers in the use of per- 
fumes. Perfumes from Hong Kong find 
favor with the Chinese here, as they are 
sold at prices about 30 per cent under 
those quoted for other perfumes. (Trade 
Commissioner Julian B. Foster, Singa- 
pore.) 


CIRCULARS, PRICE LISTS, ete. 


[|] Macnus, MasBee & Reynarp, INc., 
New York, Catalogue. 

The company’s wholesale price list of 
essential oils, aromatic chemicals and 
specialties. 


(] Merck & Co., Ranway, N. J. The 
Merck Report, October, 1935. 

This interesting house magazine con- 
tains more than the usual amount of 
technical material. An article on hor- 
mones should be of major interest to 
our readers. 


[-] FLorasyntu Laporatorties, INc., 
New York City. Wholesale price list, 
October-November, 1395. 

Special inserts on ‘“Maplearome” 
and certified food colors are featured 
in the current edition of this excellent 
catalogue. 


() PHoenix Hermetic Co., Cuicaco. 
The Phoenix Flame for October, 1935. 


In addition to the usual sprightly edi- 
torial content, this issue illustrates 
several well-known cosmetic lines on 
which Phoenix closures are used. 


October, 1935 


[|] COMMERCIAL SOLVENTs Corp., NEW 
York. Rossville Alcohol Talks. 


The latest in this interesting series dis- 
cusses “Bees, Bacteria, Alcohol and 
Adam,” reopening the history of alco- 
hol at a very interesting chapter. 


[} NationaL Broapcastine Co., INc., 
New York. Sales Begin When Pro- 
grams Begin. 

Booklet discussing the advertising pos- 
sibilities for daytime radio programs. 
Describes types and activities of day- 
time radio listeners and explains what 
other advertisers have done with their 
programs. It is printed in two colors 
and attractively illustrated. 


[-} Reap Macuinery Co., Inc., Yorx, 
Pa. Folder on Laboratory and Produc- 
tion Mixers. 

It treats of handling and pretreating 
raw cellulose, cellulose acetate and vis- 
cose, mixing and handling heavy plastic 
materials, doughy masses, food stuffs, 
and products of high viscosity, handling 
and mixing of acids and dangerous che- 
micals. A copy will be sent on request 
to the company, mentioning this paper. 


(-] Georce Luepers & Co., New York 
City. Wholesale Price List, October, 
1935. 


This list contains an announcement 
of the company’s fiftieth anniversary 
which took place October 10 and a spe- 
cial anniversary message by Edward 
V. Killeen, president. 

Also in connection with the anni- 
versary, the company has sent to its 





many friends in the industry a hand- 
some bronze ash tray with the Lueders 
seal mounted on it. This attractive and 
useful memento is illustrated in the 
accompanying picture. 


(] Tue Kart Kieren Macuine Co., 
Cincinnati. “The 


September, 1935. 


Superintendent,” 


The current issue of this attractive and 
interesting house magazine contains 
much excellent material quite aside 
from the pages devoted to Kiefer equip- 
ment and machinery. The company will 
be glad to send copies to firms inter- 
ested in the line. 


} Neumann-Bustee & Wotre, INc., 
Cuicaco, Itt. Wholesale Price List 
September 3, 1935. 

Price list of raw materials for manu- 
facturers of soaps, perfumes, toilet spe- 
cialties, extracts, etc., with brief de- 
scriptive remarks. The company’s oil 
peppermint is particularly featured. 


() SynNFLeuR Screntiric Laporato- 
RIES, Monticello, N. Y., English and 
Spanish Price Lists. 

The company has virtually com- 
pleted preparation of new and com- 
plete price lists in English and Span- 
ish.. They will be mailed to the trade 
or copies can be had upon request to 
the company. The company enjoys a 
large and growing distribution in 
Latin America and the Spanish list 
is for this trade. 
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CoNsIDERABLE 
discussion has taken place among man- 
ufacturers and distributors over the ef- 
fect of the recently announced Anti- 
Discrimination Allowance Law. Some 
firms are making it the basis of putting 
their allowance and rebate business on 
a more definite plan. Some individual 
firms are eliminating all but quantity 
discounts, and others, as separate in- 
dustries, are doing the same. 

It is believed that a development of 
the new regulation will be that manu- 
facturers will buy services from dis- 
tributors for various sums, depending 
on what they consider they are worth. 
Apparently the new law will not pro- 
hibit a manufacturer from doing this. 
That is to say, a distributor may pro- 
vide the services, such as counter space, 
sign boards, window space, shelf space, 
and even advertising space in circulars 
or newspapers, and he will ask the 
manufacturer to pay for these and have 
the whole thing worked out on a regu- 
lar contract basis. The manufacturer 
will, of course, have the privilege to 
decline to buy one or more of these 
services, or perhaps all of them. He 
will select the ones which he feels will 
be of most value to him and negotiate 
with the distributors as to the payment 
for them. 


Lectures on Perfume 


“Natural and Syn- 
thetic Perfume” was the subject of a 
lecture in the Cornwallis Hotel, Corn- 
wall, Ont., by Dr. C. F. H. Allen of 
McGill University, at the concluding 
meeting for the season of the Cornwall 
Chemical Association. 

Dr. Allen, Professor of Organic 
Chemistry at the University, gave a 
most interesting and enlightening ad- 
dress on the making of substitutes for 
natural perfume. 

“The use of substances with a pleas- 
ing, agreeable odor is as old as his- 
tory,” said the speaker. “The efforts of 
all explorers in past years were 
directed toward India in the east, to 
bring back spices and other Oriental 
products. These aromatic substances 
have two principal uses, one as flavor- 
ing in food, and the other in perfum- 
ing the human person.” 
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Displays at Toronto Exhibition 


Among the attrac- 
tive array of exhibits by members of 
the perfume manufacturing industry 
at the Canadian National Exhibition 
this year, was the elegant display by 
Hudnut. The exterior of the booth was 
finished in a dull rose shot with bronze. 
Pillars were lined with dull bronze, 
shaded gently into a lovely background 
showing Madame DuBarry in the Gar- 
den of Versaille. Arranged below the 
garden scene was a lovely array of Hud- 
nut beauty products, set off by sub- 
dued lighting effects. Many of the old 
favorite beauty aids were seen in the 
display, including ‘‘DuBarry,”’ 
“Gemey,” “Three Flowers” and “Mar- 
velous” lines. 

Another striking display at the ex- 
hibition was that of Gordon-Gordon, 
Ltd., distributors of “Princess Pat” 
products. Large crowds were constant- 
ly in attendance at this attractive ex- 
hibit, and feminine interest was sus- 
tained throughout the day, indicating 
that the Princess Pat course of instruc- 
tion in color harmony make-up and 
skin treatments had struck a note of 
acceptance. A_ lecturer from the 
Princess Pat Institute of Beauty demon- 
strated to thousands of women the 
merits and individualities of Princess 
Pat beauty aids. A group of trained 
members of the demonstration staff 
answered questions and gave instruc- 
tions as to the correct way of retaining 
and enhancing individual charm. 


Zucker Heads Hudnut Sales 

Richard D. Zucker 
has been appointed general manager 
of the William R. Warner and Richard 
Hudnut companies of Canada. He has 
also been welcomed as a member of 
the Association of Canadian Perfumers 
and Manufacturers of Toilet Articles, 
and the Travelling Men’s Auxiliary to 
the Ontario Retail Druggists’ Associa- 
tion. 

Mr. Zucker is a well-known consult- 
ing chemical engineer, with wide ex- 
perience in business and administra- 
tion affairs. He has been engaged in 
organizing and directing the National 
Research Laboratories; chief chemist 
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of the Franklin Baker Co., Pease 
Laboratories; president of the Rumi- 
dor Corp., and consulting practice in 
the pharmaceutical and toilet prepara- 
tions field. 


Jackson With Parfumeries 
de Paris 
Bob Jackson. well- 


known traveller calling on the trade 
in the West has rejoined Parfumeries 
de Paris (Limitée), Montreal, and is 
again covering the territory that was 
his for years. Mr. Jackson had been 
with the company, formerly known as 
Houbigant, from 1927 to 1934. 


Tamblyn Opens Another Store 


G. Tamblyn, Ltd., 
will open a new store in Niagara Falls, 
Ontario, before the end of the year, it is 
announced, bringing the total number 
of stores in this chain group to sixty- 
one. At the end of last year there were 
sixty stores in operation, of which 
forty-six were in Toronto, five in Ham- 
ilton, one each in Guelph, Kitchener, 
Stratford, Brantford, London, St. 
Catharines, Windsor, Chatham, 
Oshawa. 


Heads P.E.1. Druggists 


Leo Doucett of 
Charlottetown, Prince Edward Island, 
was elected president of the Prince 
Edward Island Pharmaceutical Asso- 
ciation at the annual meeting here on 
September 21. Other officers are: hon- 
orary president, Hon. G. E. Hughes; 
vice-president, J. W. Waugh; secretary- 
registrar, H. L. Bethune, re-elected; 
treasurer, E. A. Foster, re-elected. The 
councillors are: W. J. Brown, E. P. 


Foley, and J. E. Dalton. 


Perfumers Open Fall Meetings 

Robert Carr, gen- 
eral manager of Andrew Jergens Co., 
Perth, made his initial appearance in 
the office of president of the Associa- 
tion of Canadian Perfumers and Manu- 
facturers of Toilet Articles at the first 
fall luncheon meeting held at the Royal 
York Hotel here. The new president 
was introduced by the past president, 
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Jack Kennedy, who outlined Mr. Carr’s 
career in the business world. The chair 
was occupied by vice-president Lloyd 
Linton, and among those at the head 
table was Richard D. Zucker, recently 
appointed general manager of W. R. 


Warner and Richard Hudnut Co. 


Houbigant Representative 
in Toronto 


L. S. Rosen, recent- 
ly appointed in charge of Canadian 
sales of Perfumeries de Paris 
(Limitée), recently spent a week in 
Toronto at the Royal York Hotel, dis- 
playing Houbigant and Cheramy lines. 
Born in Winnipeg, Mr. Rosen has been 
with Houbigant, in the United States, 
for many years. He announced impor- 
tant price reductions and new discounts 
to customers calling at his display 
room during the week. 


Canadian Patents and 
Trade Marks 


HE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection in both of these countries in 
order that the expansion of business 
may not be curtailed by legal difficul- 
ties. 

For the information of our readers, 
we are maintaining a department de- 
voted to patents and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the of- 
ficial records in the Canadian Patent 
Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed to 

THE AMERICAN PERFUMER 


Trade Marks Under Unfair 
Competition Act of 1952 


“Sparta.” Perfumery, toilet soaps and cos- 
metics. Paul Peter Mulhens, trading as Eau 
de Cologne-& Parfumerie-Fabrik “Glocken- 
gasse No. 4711” Gegenuber Der Pferdepost 
Von Ferd. Mulhens, Glockengasse No. 22-28, 
Cologne on Rhine, Germany. 

“Fruit Vert.” Perfumery and beauty prod- 
ucts. Madame Forstrem, Paris, France. 

“Han-Kleen.” Hand cleansing compound. 
John Reuter, Flin Flon, Manitoba. 

“Val-Yew.” Flavoring extracts. W. G. Pat- 
rick & Co., Ltd., Toronto, Ont. 

Designs: Bands of varying width and con- 
trasting colors surrounding the packages or 
containers within which the wares are mar- 
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Store Opens Cosmetic Room 
MacHaffie’s Drug 


Store, Cornwall, Ont., has announced 
the opening of a cosmetic room where 
ladies may receive advice on the use 
of face creams, treatment of the skin, 
etc. 


Canadian Perfumers’ 
Golf Meeting 

The members of the 
Association of Canadian Perfumers 
and Manufacturers of Toilet Articles 
recently held another successful golf 
tournament at Cedarbrook Golf and 
Country Club, Toronto. Everyone pres- 
ent thoroughly enjoyed himself. 
Among those in attendance were Art 
Poole, Pinaud, Ltd.; Ted Reed, F. W. 
Fitch Co.; Fred McBrien; Lloyd, Lin- 
ton, Northrup & Lyman Co.; Mike 
Carmichael of Gordon-Gordon, and 


many others. 


keted, the colors employed being silver gray, 
black and white. Cleansing cream, cold cream, 
vanishing cream, tissue cream, etc. Parke, 
Davis & Co., Detroit, Mich. 

“Bellodgia.” Perfumery, soap and cosmet- 
ics. E, 

“Bellodgia,” “En Avion.” Perfumery, soap 
and cosmetics. E. Daltroff & Cie., proprietors 
of Parfumerie Caron, Paris, France. 

“Stasweet.” Cosmetics and deodorants. Ed- 
ward Ernest Rogers, Vancouver, British Co- 
lumbia. 

“Schiap,” “Schiaparelli,” “Soucis de Schia- 
parelli,” “Salut de Schiaparelli.” Perfumes. 
Schiaparelli S.A., Paris, France. 

“Eternol.” Hair dyes, tint shampoos, sham- 
poos, permanent wave pads, perfumes, toilet 
waters, extracts, etc. Paragon Labs. (Canada) 
Ltd., Hamilton, Ont. 

“Tentation.” Perfumes, bath salts, toilet 
waters, complexion powders, toilet powders, 
etc. Morny, Ltd., London, W., England. 

“Town Talk.” Toilet and bath soap. The 
Procter & Gamble Co. of Canada, Ltd., Ham- 
ilton, Ont. 

“Handy Ann.” Vanity cases. Helen Marion 
Methven, Penshurst Gardens, Edgeware, Mid- 
dlesex, England. 

“Pour un Homme,” Lavender perfume. E. 
Daltroff & Cie., proprietors of Parfumerie 
Caron, Paris, France. 


Patents 


352,728.— Bottle stopper. Edgeworth Greene, 
Montclair, N. J. 

352,976.—Liquid cosmetic applicator. Wil- 
liam Biederman, Rockville Center, N. Y. 


Designs 


10826, 10827, 10828, 10829, 10830, 10831. 


Bottle cap ornamentations. The Aridor Co. 
(Canada) Ltd., Hamilton, Ont. 


10874. Flacon ornamentation. Etablisse- 


ments Rigaud, Societe Anonyme, Paris, France. 


NEW COMPANIES 


Associated Accessories, Inc., New 
York, cosmetics, 150 shares no par 
value. Incorporators: Jos. K. O’Moore- 
Farrell, 858 Lexington avenue, New 
York; Doris S. Jeffers, 42 E. 78th 
street, New York; Wm. L. Miller, 1662 
E. 23rd street, Brooklyn, N. Y. Filed 
by Albany Service Co., 315 Broadway, 
New York. ' 

Bonat & Bonat, Inc., New York, 
beauty supplies, 100 shares no par 
value. Filed by Fred A. Canevari, 
Albany, N. Y. 

Doraldina, Inc., 383 Park avenue. 

Facial Culture, Ltd., New York, cos- 
metics, 100 shares no par value. Filed 
by Harold Green, 25 W 43rd street, 
New York. 

R. C. Gillespie, Mfg. Chemist, 2541] 
West Grand boulevard, Detroit, Mich., 
cosmetics. Formed by R. C. Gillespie. 

Gourland, Inc., Michel, New York, 
cosmetics, 200 shares no par value. 
Filed by Norman W. Arnheim, 551 
Fifth avenue, New York. 

Harmer Laboratories, 1930 Chestnut 
street, Philadelphia, Pa., beauty toilet 
and chemical preparations, $7,100. In- 
corporators: Joseph P. Harmer, Drexel 
Hill, Pa.; Charles J. Cohen, Mill- 
bourne, Pa.; David B. Zoob, Philadel- 
phia, Pa. 

Harris, Inc., Thelma, New York, cos- 
metics, 100 shares no par value. Filed 
by Thomas & Friedman, 11 W. 42nd 
street, New York. 

Henri, Inc., Madame, New York, cos- 
metics, 100 shares no par value. Filed 
by I. V. Weisbrod, 20 Exchange place, 
New York. 

Lloyd Soap Co., Inc., New York, cos- 
metics, 10 shares no par value. Incor- 
porators: Charles Kushner, 67 St. 
Marks place, New York; Max Sched- 
letzky, 2022 Bay Ridge avenue. Brook- 
lyn, N. Y.; Louis R. Teig, 79 Sunny- 
side avenue, Brooklyn. Filed by Robert 
Aberman, 51 Chambers street, New 
York. 

Thornley, Inc., New York, cosmetics, 
$10,000. Filed by Joseph A. Michel, 
38 Park Row, New York. 


Business Records 


Doraldina, Inc., cosmetics, 383 Park 
avenue, New York, voluntary. Liabili- 
ties, $15,382. Assets indeterminate, 
consisting mainly of trade marks and 
stocks in affiliated companies. 
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Conducted by Howard 5S. Neiman 


Tuis department is conducted under 
the general supervision of Howard 5. 
Neiman, contributing editor on pat- 
ents and trade marks. This report of 
patents, trade marks and designs is 
compiled from the official records of 
the Patent Office in Washington, D. C. 
We include everything relating to the 
four co-ordinate branches of the essen- 
tial oil industry, viz.: Perfumes, Soaps, 
Flavoring Extracts and Toilet Prepa- 
rations. 

Of the trade marks listed, those 
whose numbers are preceded by the let- 
ter “M” have been granted registra- 


tion under the Act of March 19, 1920. 


Trade Mark Registrations 
Applied for 


(Act of Feb. 20, 1905) 

These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore suggested 
that our Patent and Trade Mark Department 
be consulted relative to the possibility of an 
opposition proceeding. 

332,403.—See Illustration. Creco Co., 
Inc., Long Island City, N. Y. (Aug. 1932.) 

Deodorizers, disinfectants, insecticides, 
shampoos, pipe cleaning compounds, 

339,930.—“Marie Kay.” Charles of the 
Ritz, Inc., New York, N. Y. (Apr. 30, 1933.) 
-Nourishing cream, cleansing cream, hand 
cream, protective cream, astringent tonic, 
rouge compact, lipstick, etc. 

357,832.—“It-Does-It.”. Haven T. Paul, 
doing business as The Woodbury Hospital 
and Boarding Kennels, Portsmouth, N. H. 
(Feb. 28, 1934.)—Dog soap having inci- 
dental insecticidal properties. 

358,566.—“Prince Matchabelli.” Prince 
Matchabelli Products Corp., New York, as- 
signor to Prince Matchabelli Perfumery, 
Inc.. New York. (Sept. 1927.)—Toilet 
preparations. 

361,494.—“Taj.” Jamil Akhtar, doing 
business as Taj Perfume Co., Detroit, Mich. 
(Nov. 1931.)—Perfumes, soapless shampoo. 
face powder, cosmetic creams, hair pomade, 
and skin lotions. 

362,491.—“Superla.” Standard Oil Co., 
Whiting, Ind., and Chicago, Ill. (July 12, 
1917.) —Petrolatum. ; 

362,790.—“Park Avenue.” Sheffield Co.. 
doing business as K-T-S Products, New York. 
N. Y., and New London, Conn. (Mar. 15. 
1935.) —Soaps and shaving creams. 

362,956.—*Mirac-O.” Herman P. Ewert, 
doing business as Mirac-O Cleansing Co., 
Hillsboro, Kan. (Mar. 8, 1935.) —Preparation 
for use as a shaving cream and for cleansing 
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The remainder are those applied for 
under Act of February 20, 1905, and 
which have been passed to publication. 

Inventions patented are designated 
by the letter “D.” 

International trade marks granted 
registration are designated by letter 
—_ 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed to 


PATENT AND TRADE MARK 
DEPARTMENT 


The American Perfumer, 9 East 38th 
St., New York City. 


the hands, also having incidental properties 
as a cosmetic cleansing cream. 

363,222.—“Lois Lynn.” Kirby, Block & 
Fischer, Inc., New York, N. Y. (Mar. 18, 
1935.) —Skin lotion, lipstick, face powder, 
and rouge. 

363,227.—“Tan.” Frank J. Murphy, doing 
business as Tan Sales Co., Back Bay, Mass. 
(May 7, 1934.) —Sunburn lotion. 

363,602.—“L’Orle.” Minna Rose, New 
York, N. Y. (Nov. 1, 1934.) 
perfume essences. 

364,016.—“MirroStik.” Parfums Corday, 
Inc., New York, N. Y. (Apr. 18, 1935.) — 
Lipsticks. 

364,024.—“Dr. Kyle’s.” The Sheffield Co., 
New York, and New London, Conn. (Apr. 6, 
1935.) —Tooth paste. 

364,025.—“Military.” The Sheffield Co., 
doing business as K.T.S. Products Co., New 
York, N. Y., and New London, Conn., (Apr. 
6, 1905.) —Shaving cream. 

364,399.—*P.T.” Peter Thorell, Los Angeles, 
Calif. (June 1, 1933.)—Hair oils and hair 
tonics. 

364,672.—“B.B.C.” Handy Andy Commun- 
ity Stores, Inc., of Texas, San Antonio, Tex. 
(Apr. 19, 1935.)—Toilet preparations. 

364,821.—“Jourdain.” Jourdain, Inc., 
Cleveland, Ohio. (Dec. 10, 1934.) —Perfumes, 
face creams, face powders, lipsticks, rouge 
and liquid skin lotion. 

365,161.—“Sunwash.” Victor A. Payne, 
doing business as The Sunwash Process Co., 
Detroit, Mich. (December, 1933.) —Soap. 

365,319.—*Twinkle.” G. Dolores Taylor, 
doing business as Twinkle Products Co., 
Elmira, N. Y. (Dec. 29, 1934.)—Eye Wash. 

365,330.—“Dentray.” David A. Eolis, doing 
business as Dentray Co., New York, N. Y. 
(Feb. 2, 1935.) —Tooth powders. 

365,552.—“Bali.” Coty, Inc., Wilmington, 
Del. (May 22, 1935.)—Toilet preparations. 

365,708.—“Crown Stick.” Prince Matcha- 
belli Perfumery, Inc., New York, N. Y. (Apr. 
27, 1935.)—Lipsticks, eyebrow pencils, de- 


Perfumes and 


odorants, styptic pencils, camphor ice, nail 
whitener, and pomades. 

365.839.—*Donna Kavonne.” Carl-Michael- 
Lee, Inc., Baltimore, Md. (Mar. 15, 1935.) 
Cosmetics, 

365.854.—"*Martha Roundtree.” Martha 
Roundtree, Philadelphia, Pa. (Nov. 14, 1934.) 
Hair tonic and grower. 

365.902.—“Skout.” The Skat Co., Hartford, 
Conn. (May, 1922.)—Soap, and particularly 
an abrasive soap. 

367,280.—*Alki-Paste.” David C. Baker, 
doing business as Baker Alki Co., New York, 
N. Y. (Dec. 5, 1933.) —Dental paste for appli- 
cation to the teeth to prevent erosion thereof. 

367,314.—“Deco-Tie.” Paper Supply Co., 
Los Angeles, Calif. (June 21, 1935.) —Tying 
ribbons manufactured wholly of cellulose film 
or of cellulose film combined with other ma- 
terials. 

367,343.—“Carlova.” Carlova, Inc., New 
York, N. Y. (October, 1920.)—Toilet prep- 
arations. 

367,363.—“Barbagen.” Master Labs., Inc., 
Omaha, Neb. (May 20, 1935.) —Hair tonic. 

367,388.—“Dentpro.” Bell Laboratories, 
Inc., Berkeley, Calif. (1932.)—Medicinal 
oral preparation. 

367,415.—“Cassandra.” Societe Des Par- 
fums Weil, Societe Anonyme, Paris, France. 
(June 7, 1935.) —Perfumes, toilet waters, 
rouge, lipstick and face cream. 

367,419.—*Marvellure Hair Cleanser and 
Tonic.” Minnie L. Truesdale, doing business 
as Marvellure Mfg. Co., Los Angeles, Calif. 
(Oct. 1, 1934.)—Hair cleanser and tonic. 

367,494.—“Three Moods.” Chanel, Inc., 
New York, N. Y. (July 1, 1934.)—Perfume. 

367,497.—“20 quilates.” Dana, S.A. Bar- 
celona, Spain. (December, 1934.)—Per- 
fumes, toilet cream, toilet water, skin lotions, 
etc. 

367,511.—“Beautipon.” Daisy Stebbing, 
Forest Hills, Long Island, N. Y. (Jan. 15, 
1934.) —Developing cream. 

367,545.—“Ross.” The Sydney Ross Co., 
Newark, N. J. (July 12, 1935.) Toilet prep- 
arations and pharmaceutical preparations. 

367,586.-—‘Odo-Rend.” Shamel Corp., New 
York, N. Y. (July 10, 1935.) 
and disinfectants. 

367,598.—“Touch-Down.” William Sherman 
Cannon, Jr., doing business as Cannon Cos- 
metics Co., Atlanta, Ga. (July, 1930.) —Toilet 
preparations, 

367,604.—‘Safrella.” Fritzsche Brothers, 
Inc., New York, N. Y. (May 24, 1935.) —Na- 
tural and synthetic essential oils suitable for 
perfuming purposes. 

367,625.—“Ross.” The Sydney Ross Co., 
Newark, N. J. (July 12, 1935.) 
shaving cream. 

367,690.—“Sins of Hollywood.” Vimay 
Chany, Inc., Los Angeles, Calif. (July 5, 
1935.)—Face and hand creams, face and 
hand lotions, perfumes and walnut oil sham- 
poo. 

367,792.—Kooliol.” Eli Gershonowitz, do- 
ing business as Elys Drug Co., Jersey City, 
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N. J. (Jan. 1, 1935.)—Cooling and soothing 
cream for tanning, the prevention of sunburn 
and an aid in the healing of all burns, insect 
bites, and irritated skin. 

365,999.—“Forty Second Street.” Forty 
Second Street Sales Co., Chicago, Ill. (June 
6, 1935.) —Toilet preparations. 

366,076.—“‘Vessent the Effervescent Tooth 
Powder.” Tomak Products, New York, N. Y. 
(Feb. 12, 1935.) —Effervescent tooth powder. 

366,131—“Dawson’s Cream.” Ethel S. 
Townsend, doing business as Granwell Sales 
Co., New York, N. Y. (Aug. 30, 1934.)— 
Cream for removing hair. 

366,151.—“Balm Argenta.” A. J. Krank 
Co., St. Paul, Minn. (Aug. 7, 1934.) —Cream 
for the face, body, hands and limbs. 


366,190.—‘Dandoban for the Hair.” Frank "| 


P. Davey, doing business as Dandoban Lab- 
oratories, Detroit, Mich. (Apr. 1, 1935.)— 
Hair tonic and hair shampoo. 

366,217.—“Beautypact.” Yardley of Lon- 
don, Inc., Union City, N. J. (June 4, 1935.) — 
Toilet preparations. 

366,245.—“Caralinda.” Tano Laboratories, 
Los Angeles, Calif. (Mar. 10, 1935.)— 
Wrinkle remover and skin conditioner, deep 
pore cleansing cream, tissue cream, avocado 
cream, foundation cream, etc. 

366,315.—“Zingara—Gypsy.” Roy Chan- 
teur, Inc., New York, N. Y. (June 10, 1935.) 

Toilet preparations, 

366,402.—“‘Orange Blossom.” Castilian 
Products Corp., Los Angeles, Calif. (June 7, 
1934.) —Complexion soap. 

366,435.—“Creme D’Or.” Rev-O-Noy Co., 
Chicago, Ill. (Mar. 5, 1935.) —Cosmetics used 
to cover scars, birthmarks, moles, freckles, 
and all other discolorations on the skin. 

366,442.—“Shamp-Pine,” Shamp-Pine, Inc., 
Indianapolis, Ind. (June 1, 1934.)—Sham- 
poo soap in paste and liquid form. 

366,448.—‘‘Velvet Shave.” Velvet Shave 
Co., Brooklyn, N. Y. (Apr. 23, 1934.) — 
Brushless shaving cream. 

366,481.—See Illustration. Maison Jou- 
bert, Inc., New York, N. Y. (June 16, 1934.) 

Toilet preparations. 

366,771.—“Phe-Mer-Nite.” Samuel Evans 
Massengill, doing business as The S. E. Mas- 
sengill Co., Bristol, Tenn. (May 14, 1935.) — 
Mouth wash, hair tonic. 

366,943.—“‘Jones Controlled Oil Process.” 
James B. Jones, doing business as Jones Lab- 
oratories, Evanston, Ill. (May 23, 1935.)— 
Permanent waving and hair curling solution. 

367,026.—“Norante.” A Grimaud, Nice, 
France. (Dec. 4, 1934.)—Perfumes, toilet 
waters, rouge, lipstick, and face cream. 

367,094.—“Bristle Balm.” Wm. L. Bristow 
Labs., San Francisco, Calif. (Oct. 1, 1932.) 

Shaving balm. 

367,177.—“Tantivy.” Ey-Teb, Inc., New 
York, N. Y. (July 9, 1935.)—Toilet prep- 
arations. 

367,257.—See Illustration. Pinaud Inc., 
New York, N. Y. (Mar. 28, 1935.) —Per- 
fumes, toilet waters, face and toilet powders, 
powder and rouge compacts, rouges, lipsticks, 
ete. 

367,834.—“Iso-Alc.” Reo Chemical Corp., 
Newark, N. J. (July 17, 1935.)—Rubbing 
alcohol. 

367,843.—“Getzit.” Jay Vandewater, doing 
business as Atlas Chem. Products Co., Jersey 
City, N. J. (Jan. 16, 1932.)—Compound in 
powder form used for cleaning purposes, such 
as dishwashing, laundering, in the bath, ete. 


October, 1935 


367,871, 367,873.—“Nabu” and “Tempest” 
respectively. Scherick (Societe Anonyme), 
Paris, France. (Feb. 15, 1935 and June 7, 
1935 respectively.) —Perfumes, toilet waters, 
rouge, lipstick and face creams. 

367,874.—‘Spry.” Spry, Inc., New York, 
N. Y. (June 21, 1935.)—Solidified alcohol 
compound used externally as a rubbing alco- 
hol, emollient, massage, cosmetic, and for the 
relief of skin irritations. 

367,985.—“Baker’s.” Baker Extract Co., 
Springfield, Mass. (July 1, 1926.)—Witch 
hazel. 

367,992.—“Petronella.” Joseph Chiarello, 
doing business as Petronella Co., Los Angeles, 
Calif. (June 1, 1935.)—Skin Ointment. 

368,004.—“Thermed.” National Remedy 
Co., Inc., New York, N. Y. (July 27, 1935.) 
Preparation for the scalp and hair. 

368,387.—“Sproco.” Specialty Products 
Corp., Harrisburg, Pa. (May 25, 1935.)—- 
Deodorants and powder puffs filled with toilet 
powder. 


Patents Granted 


2,014,696.—Combined cigarette and vanity 
case. La Roy E. Pitman and Johan E. Aron- 
son, Attleboro, Mass., assignors to McRae & 
Keeler Co., Attleboro, Mass. 

2,014,697.—Adjustable holder for lipsticks 
and the like. Howard F. Reichenbach, Water- 
bury, Conn., assignor to The Chase Com- 
panies, Inc., Waterbury, Conn. 

2,014,881.—Self-closing valve for collapsible 
tubes, bottles, and the like. Knut S. Carls- 
trom, Watertown, Mass. 

2,015,152.—Paste tube closure. Louis W. 
Nesseltre, Lockport, N. Y. 

2,015,179.—Skin cleansing and purifying 
cream. George McGraw, Queens Village, N. 
Y., assignor to The Oakland Chemical Co., 
New York. 

2,015,287.—Collapsible tube. Joseph B. 
Roerig, Chicago, IIl. 

2,015,291.—Closure and hanger. Albert A. 
Schulte, Norwood, Ohio. 

2,015,333.—Dispensing device for collapsi- 
ble tubes. Frank M. Becker, Sinking Spring, 
Pa. 

2,015,601.—Collapsible container. Benno B. 
Leustig, Cleveland, Ohio, assignor to The 
Self Sealing Cap Co., Cleveland, Ohio. 

2,015,602.—Self-sealing cap for collapsible 
containers. Benno B. Leustig Cleveland, 


Ohio. 





2,015,712.—Compact. Abraham E. Chesler, 
Brooklyn, N. Y. 

2,015,761.—Closing device or cover. Raul 
Diez Muro, Havana, Cuba. 

2,015,794.—Self-sealing collapsible tube. 
Reo D. Gray, Portland, Ore., assignor of one- 
fourth to Louisa M. Gilstrap, Portland, Ore. 

2,015,840.—Container cap construction. 
Augustine W. Campbell, Detroit, Mich. 

2,015,992.—Closure for collapsible tubes. 
Joseph J. Burch, Warren, Ohio. 

2,015,999.—_Tube cap. Curt P. Frank, 
Plattsburg, N. Y. 

2,016,037.—Automatic closure for collapsi- 
ble tubes. Ludwig Gruber, Zurich, Switzer- 
land. 

2,016,307.—Closure for bottles, jars, and 
the like. Henry Wiesner, Wheeling, W. Va., 
assignor to Hazel-Atlas Glass Co., Wheeling, 
W. Va. 

2,016,440.—Receptacle closure. William 
Kaufman, Mt. Vernon, N. Y. 

2,016,618.—Collapsible tube closure. Will- 
son D. Tappan, Rochester, N. Y. 

2,016,678.—Tube closure. Demetrius P. 
Loomis, Baltimore, Md. 

2,016,936.—Container closure. Olaf I. War- 
ing, Flushing, N. Y., assignor to Ferdinand 
Gutmann & Co., Brooklyn, N. Y. 


Designs Patented 


96,886.—Design for a combination lipstick 
container and mirror. George E. Ball, Crans- 
ton, R. I. 

96,926.—Design for a bottle cap. Joseph 
S. Lindemann, New York, N. Y., assignor to 
Maison Joubert, Inc., New York, N. Y. 

97,123.—Design for a combined display 
stand and container therefor. John F. Daniell, 
New York, N. Y. 


Siam’s Toiletry Market 


In general a reasonably good market 
exists in Siam for beauty preparations. 
This is supplied for the most part by the 
foreign community in Bangkok and by 
the more prosperous class of Siamese. 
Most of the local drug and department 
stores carry an assorted line of toi- 
letries, and in addition there are a num- 
ber of small beauty parlors. 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 
ESSENTIAL OILS | Guaiac (Wood) $3.75@ =| nae $0.72@ $0.85 
Almond Bit., per Ib. . $2.20@ $2.40 | Hemlock .65@ 0) White 85@ 1.25 
S. P. A, 2.50@ 2.75 | Hops (oz.) — | Valerian 13.50@ 14.00 
Sweet True 58@ ~=.65 | Horsemint 2.85@ | Verbena 3.75@ 7.00 
“ a _— ae - | Hyssop . 40.00@ | Vetivert, Bourbon 12.75@ 15.00 
mber, crude d -30 | : . J _ 15.00@ 25.0 
rectified -: noes eee tae | Gest tndten 30.00 
Ambrette (oz.) 46.00@ PF . S 
Amyris balsamifera 3.00@ 3.25 Laurel 11.50@ 15.00 Wine, heavy 1.25@ 
Angelica root 98.00@ Lavender, English 32.00@ “ne Southern can 3.75 
seed 1.90@ French 3.25@ 7.50 enn. onn. 450@ 8.00 
Anise, U. S. P. 45@ .50| Lemon, Italian 1.75@ 1.90 | Wormseed 2.00@ 2.15 
Araucaria 1.75@ 1.85) Calif. 1.15@ 1.30 | Wormwood 2.75@ 3.25 
Aspic (spike) Span. 1.35@ Lemongrass 75@ 1.00 | ‘ . 
French 1.55@ | Limes, distilled . 625@ 7.25 ee Manila can "aie 
Balsam, Peru 5.75@ 6.25 a ; tre — 
Balsam, Tolu, oz. 4.235@ _—a. ~~ 
._ . - = Lovage 35.00@ 
Basil .{oz.) 2.35@ 
Bay 1.55@ 1.85) Mace, distilled 1.30@ 1.40 . TERPENELESS OILS @ 
Bergamot 1.65@ 2.00 | Mandarin 4.00@ 7.00 | Bay 3.75@ 4.00 
Birch, sweet N. C. 1.60@ 2.10 | Marjoram 6.25@ Bergamot 5.50@ 
Penn. and Conn. 2.15@ 3.00 | Melissa 4.00@ 4.25 
Birchtar, crude 17@ = .19.| Mirbane (see Nitrobenzol) oe: a 5.00 
Birchtar, rectified 85@ .90! Mustard, Genuine ; 8.50@ 10.00 A 
Bois de Rose 1.40@ 3.00 artificial 1.95@ 2.25 + ee 8.00@ 12.50 
Myrrh 10.00@ Grapefruit 45.00@ 60.00 
aoe Se 80 | Myrtle 3.25@ 3.75| Sesquiter'less 85.00@ 
Calamus 3.50@ Neroli, Bigarde, p. 55.00@1 25.00 | Lavender 7.00@ 8.50 
Camphor “white” 22@ = -.26 Petale, extra 70.00@150.00 | Lemon 8.00@ 14.50 
Cananga, Java native 2.70@ 3.00 | Niaouli 3.45@ Lime, ex. 50.00@ 72.00 
rectified 3.15@ 3.50 | Nutmeg 1.30@ 1.40 Orange, sweet 78.00@ 90.00 
Caraway 2.15@ Olibanum 5.50@ | bitter 90.00@! 15.00 
| . ; t ' 
— 40.008 85.00 | Orange, bitter 2.28@ Petitgrain 4.00@ 
Ce ; a 85 1.15@ ‘ie sweet, W. Indian . 2.645@ 3.00 3 —— 
ssia, SOGSS ps. Italian 2.50@ 3.25 | Rosemary 2.50@ 
rectified, U. S. P. 1.55@ 1.65 Spanish 2.30@ 
Cedar leaf ... 55@ «60 PColif. amp. 2.65@ Sage, Clary 90.00@ 
Cedar wood 28@ 32) Gist, ‘15@ Vetivert, Java 35.00@ 
a 4.15@ Origanum, Spanish 1.00@ | yt | 
elery 12.00@ Ylang-Ylang 28.00@ 35.00 
Chamomile (oz.) 3.00@ 7.00 — sOee, + tor} aaet ones 
=e 7 7 rris root, abs. (oz. ; d .00 | 
Cherry laurel 12.00@ 15.00 | Oi. Liquid 18.00@ 25.00 | | 
Cinnamon, Ceylon .. 12.00@ 20.00 ; @ OLEO-RESINS \ 
Cinnamon, Leaf . 2.25@ Parsley 8.50@ 9.00 | ) 
Citronella, Ceylon 30@ ~~ .32 | Patchouli 3.00@ 3.25 | Benzoin 3.00@ 3.25 | 
Java 32@ = .35. | Pennyroyal Amer. 2.15@ 2.40 ; 
Cloves Zanzibar .25@ 1.05 French 1.55@ 1.65 ——* wai —— 
Cognac ; . 18.00@ 21.00 | Pepper, black 6.00@ 6.50 Cubeb 3.25@ 
Copaiba 45@  .50 | Peppermint, natural 2.00@ ~~ 
Coriander . 3.60@ Redistilled 2.20@ 2.65 | Ginger, U. S. P. VIII 2.40@ 
Croton 1.50@ 1.75 | —- a er enkaw eas a - | Alcoholic 3.30@ | 
Cubebs . 3.00@ 3.25 | renc 35G J 
oie 8.75@ 9.00 | Pimento 1.60@ panne 1.45@ 1.60 | 
Curacoa peels 5.00@ 5.25 | Pine cones 3.00@ Oak Moss 6.00@ 15.00 
Curcuma 3.00@ Pine needles, Siberia 1.00@ 1.25 | Olibanum 3.50@ 
Cypress . 12.00@ | Pinus Sylvestris 2.00@ 2.15 | Orris 17.00@ 28.00 
Pumilionis 2.20@ Patchouli 
i ‘ 4.25 | atchouli 16.50@ 18.00 
- _ 3.50@ = Rhodium, Imitation 2.00@ 4.50 | Pepper, black 4.00@ 4.60 
Erigeron |50@ 1.40 | Reremen’ Froneh “40 50 | Sendelwood 16.00@ | 
Estrogen = 38.00! Spanish 36@ .40 | Vanilla 5.00@ 7.25 ( 
ucalyptus 3 40 | | two 2.50@ 
Fennel, Sweet 1.20@ 1.30 | Sage 2.00@ 
| Sage, Clary . 30,00@ DERIVATIVES AND CHEMICALS 
oe anny aa Sandalwcod, East India 5.50@ 6.00 | Acetaldehyde 50° 2.00@ 
—s , | Australia 5.75@ —— ae a 
Geranium, Rose Snail as 85 90 Acetophenone 1.50@ 2.50 ¥ 
Algerian 5.15@ 750 | —— 85Q@ = -90 | acetyl Iso-eugenol 7.50@ 8.00 
= artificial 50@_—.55 | y 9 ; 
Bourbon . 5.00@ 6.00 | is — ak, Yea Alcohol C 8 16.00@ 20.00 \ 
; VIR, THORN 2. oc. c cess 1.85@ 2.00 / 
Spanish 16.00@ Remsunted 185@ 2.15 ME eek . 26.00@ 40.00 
Turkish 1.85@ 2.10 | Speer ie 1250@ 1506; C0 23.00@ 30.00 
Ginger 3.60@ 3.80 Seruse ‘65@ ‘80 Cc il 22.00@ 30.00 
Gingergrass 3.25@ 4.10) oo 580@ RY SUE especie snieravasens 14.00@ 25.00 
Grape Fruit . 3.00@ — 5 9 | Aldehyde C 8 30.00@ 
Conc. . 24.00@ SS Pied niin po N 220 220| CC® ......0 . 45.00@ 70.00 
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Cc 10 
cil 
ew - ..$42.00@ 
Cc 5e eo - 3 $60.00 . 
C 14 (so-called — 50.00 ae Aaiweel 
16 (s B. 5.00@ inalyl nilate 
Amyl o-called een 48.09 | Li yl Benzoa 
band ee fe inalyl Roam ot ia $15.00@ 
unee . 15. ee ek 
Amyl ante 1 05@ imi were mm. 00@$12.00 Sennen, chlo 
Amyl Fo mate Aldeh "de 2. 250@ 1.25 siel dateslionsas 3.75@ 4 yellow pki . $0.50@ $0 
Amyl ore ee yde ... 3.90@ Methyl eee eta 2.25@ ren aii 40@ y~ 
—~ Sele Acetate... ee 1.60@ i Meth ao 1.50@ oes Corte: Acid — pen rio 24@ 50 
m ate . 90 | 4° 1 Ci ° 2.5 : - er te 1.45 ‘ 
ye le aaa “aa 4.00 Methyl ——o an a —— eae nani on 
Anisi 2. ethyl H non 3.65 , Phospl ia, ........ ; 
isic Aldehyde a 2.40 Methyl a a ae a — = nWakaws 16@ ~~ .20 
Benzald 00@ | M eptine C' 6.75 ulphate asic . . 08@ 
F "F ehyde, U.S 3.25@ 15 ae Iso-eugen “" Be 5.00 Camphor ade ae ree ie Sy .B@ 08% 
Sensephonon a 130@ Methyl Perecr Carb 180@ 1250 Cardamon seed eset ‘04 
com : M - we Ps 50@ 12.5 oreu voee 53 ; 
ae estate . ae 1.90 a no . 24.00@ 32 a Cetyl Ale: h os 65 
Seal —— sete eee wees = 2.00 ag —s a 6.00 Cc Pure ere 16.50@ ae 
Benzyl Butyrate aa uk Ambrette 20m 380| Chany fa sangameapeclaaptates bie 75@ 1.50 
, ° Ch ce ean > 1.50 
Benzyl — ‘ aan 1.25 Xx seme 42@ 50 nonce 1.90@ 
ne 5.00 : Citri cen mk 2.15 
Benzyl ooo sewer Leos 2.00 ylene @ 5.15 itric acid er, gal 03'@ .06! 
B ormat @ 6.2 Neroli tee ia 5.25@ Civet, Da Malad je eee 1.2 6!/, 
enzyl lso-eu S 7.15@ pt — (ethyl ote “+ 1.50@ 5.40 | Clay, ounce i esa al ie 5@ 
Benzylidena genol 3.75@ ON benzol r) . 1.75 | Co Colloidal 30@ 35 
Borneo! cetone 15.00@ 18.00 onyl eatutn ae 150@ 1.75 | : ae = 450 
ornyl 2.50@ . Oct vere lS A att oe , 
a — 4.00 ctyl Acetate aa Som Acids (See S 13'2@ 03!) 
an yrol a 2.00 | Paractesol 48.00 | For aldehyde — pins ” 
Butvl Acetate \75@ 6.00 Paracresol Acetate 35.00@ 40.00 a acid 
yl Propio 50@ 5 Para ol Methyl p er's Earth eer 8. a 06@ | 
Butyraldeh nate 60@ .00 cresol Ph yl Ether 4.00@ 5.56 6 . ton cacal 12 .06!/, 
é ehyde 2:00@ Gunes, enyl-Acetate 3.50@ 5. 50 ume ae wintiaid an wamn wan 16 
—— 12. 00@ henylacetald (gal. ) 10.00@ hy - | um Asoble. oat mee Tepe ee 30.00 
arvol 100%, ehyde 509 inks 1.25@ 00 Amber ite .15@ 
Carved soi eeeeieeciees 1.15@ Phenylaceti fs 5.00@ - Gum Benzoi 22@ = 
Cinnamic — 4.00@ 4 Phenyleth a 8.00@ aa Sumatra in, Siam 1242@ = 
Cinnamic —— 4.00@ 25 Phenylethy! cetate 2.25@ 0.00 — galban 1.30@ t. . 
» me —— 3.60@ Phenylethyl = 5.00@ vant um myrrh _ 24@ 7 
Cianemy Deas \75@ om Phonylothyi petite 3.00@ jh Henne, en a is 
innamyl F OE yleth e. . 25 | Hyd . 7. 
ro eerie ane i . e opi wil " aoli . 
ene a eee — 2.50@ 18.00 co in 6@ 08 
Cit i _ 2. 3.00 | Ph propyl Ac : 50@ abdemem : 
ronellyl Acetate 00@ enylpro et. ... . 16,00@ Lanoli 06@ 
Coumerin cetate 2.25@ 2.40 Phenyl pyl Alcohol ....... 8.00 in, hydrous caiveoratecs 08 
Cumini 3.5 2.75 propyl Aldeh 4. @ 11.00) L anhydrous pecailihiaiie 3.50@ 5.5 
D me Aebegte an has enetines do cc. 80g 1200 avender flowe oS Ne “22 
. i . eS ete : 
ne 40.00@ 3.50 | Sefrol 0@ 12.00 | Magnesium : 20@ 24 
Disthyphthelate re 62.00 ep Acet 11.00@ 20.00 Stearate Carbonate 55@ 1.15 
iphtialate ............ 30@ katol etate Pee ulfat 06% 
Anthrani aes 32 .36 | St Gc PB se eeees .5@ 8 M MR ee 4@ 07//, 
Di alinte 32@ 37 yralyl A nee 22.50 80 usk, oun 19@ : 
oe wr 7.00@ Styralyl ae an (oz.) aan: 10.00 Oils, art a awe a2" = 
tociens thalate 3.50@ esl Pete Be cosas jee | 18.00 Olibanum, —_ Sth dein . 15.00@ 25.00 
aoe 50@ 4.00 | Terpinyl ‘Ace ¥ — oO. Frings a a 
Sie ide _5@ .60 Thymene etate 50@ ——— Sie .15@ 3 
Ethyl — 1.20@ 2.45 Thymol 1.15@ nn aks aoe water, gal. i = 
Ethel Be aa a. Vani'li 45 : ris root, 50@ 
a Gecanaio .. 30@ 50 (< lin (clove oil 50 Paraffi IMD <a 02s- 30@ 
ae Butyrate 650@ 8.50|¥ guaiacol) 2.00 | Pat - - , -20@ = 
yl Cinnam 1.20@ |. as Acet 3.50@ 3 P chouli heoes cee eeeerees 75 
Ethyl Form ate 1.00@ "75 | Violet Keton ate _ 3.40@ 60 — ian .. O4@ 07 
Eth Proprice 4.45@ ee 30.00@ 38.00 | ppainpeneniiat @ . 
Ethyl S =" 1.00@ Bete ee veseeeeeseeeeeey 5.00G 38.00 Potassium, Pe ea ak 07@ 20 
Ethyl —— up an — Yara : See a aa fenton, Coctonate 16@ o- 
ia I. 50 ie: etl ceil. 5.25@ 00 | Qui 3@ . 
a seo an (methyl ester) . 1 aa 8.00 | ca seed one - 
a. = . Sie 
G . -60 1.75 | ia tt 60 
et a een 2300 = Tonka Bean BEANS ee ae... be a 
onaes ebtete cee pee 2 Angost Ss, par. IR starch : 1.65 
yl B .00 stura ete Meee eek 50 
Coveney ents 2258 3.00 Vanilla Bean 2500 wel water, a Sessa 2@ 15 
Heliot Owe seees 6.00@ 8. Mexic P A Nom | Salicyli 1 Gale ...- eee 1.80@ 
oie. dom. ee 5.00@ yp Mexican, — oem - — ¥ cd 1 .25@ 2 .00 
Hydratropic 2.3 ; Mexican, cut... 0... 3.25 ieee” | laailaaalaiage 
fenton Al hyde Le a 2.65 South _— ‘er ee ps a sg se akg a i aa aa cn 0@ 45 
wr — 25.00@ wie a  . 2.35@ ~ a white a 1 = 50 
ol, C n,n 3.25 ; ia | 
leo-berne Pp. 3.00 @ Ph Cr ce il 
“es —_ (o @ 8.00 SUNDR 3.50 cee Tribes weenie ei .23 
polatel Aesieke z.) 2.25@ Aceto IES AND — - 4@ .02", 
Iso-butyl 306 5.00 | Alc hol, DRUGS a 02'2@ . 
bed Zati 2568 | Aco on , | i 3 > 
reir a ........ 2715@ Alu meal es 12@ —.15| Terteri ee ee 40@ a 
fan NE aces @ 3.25 m, potash 4.29@ 4.30) Ti aric acid a aa 5 
We... ccs. ao oo em | 21@ 2 oe a - 
sorsafrol eee eee ee cess I ori ‘ r tenes 
a ata —_— merges . oil, Tragacanth, Now 1-0. a 
alyl Acetate 90° L Balsam, it wil ane anolamine ... | = 25 
/, 2.25@ 5.00 Se. Con — 50@ Nom ited aah ah. "4 @ 1.50 
Octob 3.00@ 5.00 Oregon oo. . .25@ ' oe oan. gel. — a 
er, 1935 Peru 9.00 30 | Violet flowers .. i 42@ 
1.25@ 12.00 | Zi $ ‘ 30@ 45 
. nc . ir - 
150@ be + saga Fo 9@ 1.15 
Stearate etas of : 1.10@ 1.75 
anaes ork 5 
. 21@ ~~ .28 
109 











Ade 


UNSETTLED con- 
ditions in Africa and the Mediterra- 
nean countries caused considerable ex- 
citement in the various raw materials 
originating from that area. 

Civet, gum olibanum, myrrh, and 
arabic were but a few of the articles 
which were affected by the military ac- 
tivities in Ethiopia and Italy. Civet 
comes from Abyssinia, while myrrh 
and olibanum are products of the 
Italian Somaliland. Quotations on gum 
myrrh have already been advanced 
substantially, and an active spot de- 
mand for gum arabic gave local im- 


porters something more to worry about 
than the upset conditions abroad. 
Quotations on African beeswax were 
very firm. Conditions at the source 
suggest a further upward movement in 
values. Following a long period of 
severe competition quotations on vanil- 
lin were advanced 50 cents a pound. 
The level of prices recently in effect 
was the lowest in the history of the 
industry. The upward tendency in 
Japanese menthol was regarded as an 
outstanding feature in the market with 
quotations registering an advance of 
40 cents a pound within a period of 


ten days with higher levels predicted. 

Buying of aromatic chemicals on the 
part of perfumers and toilet goods 
manufacturers showed a satisfactory 
improvement. 

In the oil group, bergamot, lemon 
and orange all shared in the unsettle- 
ment that surrounded Italian commodi- 
ties. Some importers pointed out that 
they had not received any offerings ot 
bergamot from Italy in several weeks. 
Should the hostilities continue, spot 
prices will undoubtedly go higher. In- 
creased insurance rates, the announce- 
ment of one leading steamship com- 
pany to omit certain ports, and the 
diversion of other steamship routes are 
among the factors which may lead to 
much higher prices on many of these 
articles. 


PRICES OF SOAP MATERIALS 


Tallow and Grease 
$0.0714 @ 


Tallow, N. Y. C. extra .. 
Edible 
Fancy 
Grease white 
House 
Yellow 
Lard 


Fatty Acids 


Coconut Oil, 98% Saponifiable, tanks 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 
Saponified 
Stearic Acid, single pressed, c.l. 
Double pressed 
Saponified 
Triple pressed 


Saponified 


Soap Making Oils 


Castor No. 1, tanks 
No. 3, tanks oe 
Coconut, Manila Grade, tanks 
Corn, crude, Midwest mill, tanks 
Cotton, crude, Southeast, tanks 
Refined 
Foots 50% T.F.A. .. 
Lard, common No. | barrels 
Olive, denatured, max. 5% 
drums, gal. 


F.F.A. 


Foots, Prime, green, barrels 
Palm, Lagos, max. 20% F.F.A., drums 
Niger, casks 
Palm, Kernel, tanks 
Peanut, crude, barrels 
Refined, barrels sg 
Soya beans, max. 2% F.F.A. Midwest 
mill tanks 
Tallow, acidless, barrels 
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Whale, Crude No. 1, Coast, tanks 


Refined, barrels 
.0914 Nominal 
.0934 @ 

064%, Q@ 0734 


Chemically pure, drums extra 
Dynamite, drums included 


041 j (a 
0734 @ 
Glycerine 


14%@ 16 
133%,@ 14 


0632 @ .06°% : cee 
06% G 065% Saponification, drums —_ (a 
12%@ 15% Soap, lye 0934 @ 
Rosin 

1%@ 14 Barrels of 280 pounds 
LY@ .11% B $5.50 K $5.95 
0814 a D 5.60 M - 6.00 
.0834 @  .09 E Wy N 6.20 
094,@ 10% F 5.90 W.G. ae 6.45 
10 @ = «wll G 5.924% W.W. .... 6.95 
102@ 1% ¥ 5.92% xX 7.05 
13 fa 14 I 5.921 2 Wood nm 6.00 
13%a 14% 

Chemicals 


Acid, muriatic, 18 


, 100 pounds $1.00 @ 1.60 


12% @ Sulfuric, 60°, ton 11.00 @ 
ll a 5 66°, ton 15.50 fa 
a are Borax, crystals, carlot, ton 12.00 @ 71.00 
091 , (a ‘10 -  Cyclohexanol (Hexalin) 30 (a ; 
i aiieal Naphtha, cleaners, tank cars .. 0 @ 05% 

02% Gi Potassium, carbonate, 800@85% O07 @ 
101 A a Hydroxide (Caustic potash) 88 

92% 07, @ 
85 @ 86 Salt, works, ton 11.50 @ 14.00 
093%,@ .10 Sodium carbonate (Soda ash) 58% 
04, @ light, 100 pounds ot 123 @ 2.37 
05 @ Hydroxide (Caustic Soda) 76% 


0434 
11 Nominal 
13% Nominal 


Silicate 40°, 
pounds 


Sulfate, anhydrous 
Phosphate, tri-basic 


09 a 
10% @ Zinc oxide 


Solid, 100 pounds 
drums, 


2.60 @ 3.75 
works, 100 
80 a 
0214, @ .03 
02% a .03 
.05°4 @ 
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The Promoter 


(Continued from page 73) 


of his progress to the manufacturer. 

Then things began to happen! The 
manufacturer woke up to find that none 
of the bills had been paid! The treas- 
urer was called to account. At the same 
time the promoter confided to the prom- 
inent person, later to the manufacturer, 
that his banker would not invest a 
penny until the treasurer was out of the 
picture! Why? 

From some source unknown to him, 
the banker had learned that the treas- 
urer knew nothing about the cosmetic 
business, and that he had mishandled 
the whole affair; had committed him- 
self and obligated the company to pay 
bills he knew there was not enough 
money in the till to pay. This was more 
serious than the dismissal of an em- 
ployee, a dishonest or foolish one, since 
the treasurer was a close relative of the 
manufacturer and owned a block of 
stock in the company! 

What a shock all this was to the man- 
ufacturer and the prominent person it 
takes little imagination to surmise. Up 
to this time no tangible evidence of any 
irregularity had been forthcoming. The 
promoter wouldn’t permit the informa- 
tion to be passed on to the treasurer, 
because it had been told him, “in confi- 
dence,” and the manufacturer, not wish- 
ing to precipitate a rupture until the 
financial deal was completed, said noth- 
ing to the treasurer about it. 

Next, the chemist revealed the fact 
that the company owed him $2,000, and 
on a metropolitan order only shipped a 
third of the merchandise ordered. He 
then refused to ship any merchandise 
on any orders, unless checks were given 
him in advance. This tied up the entire 
activities of the organization at a most 
critical time, and literally thousands of 
dollars’ worth of orders that had been 
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promised by buyers whose word is not 
eiven lightly, had to be cancelled. No 
further effort could be made to solicit 
other orders; no cooperation extended 
to stores already stocking the product, 
and misunderstanding and inertia were 
rife, both in the organization and out of 
it. 

The prominent person did the one 
thing she could do under the circum- 
stances. She corralled a competent sales 
manager and sent him down to see the 
banker, preceded by a letter from the 
manufacturer, giving his record, and 
left it to him to make his own impres- 
sion. It worked, and the impression 
made was so effective that if the manu- 
facturer ever succeeds in getting the 
business going again it will be by this 
one move. 

Now let us analyze the case from the 
standpoint of the individual factors in- 
volved. From the banker’s standpoint— 





The Prominent Person 


knowing none of the principals, and 
nothing of the industry—here were a 
bunch of fools who had gotten them- 
selves all tangled up in a mess, because 
none of them had sense enough not to 
move until it was time to do so. Put his 
money into an enterprise like that? 
With a personnel incapable of realizing 
plain business principles? Not he! 
Whence he arrived at these conclu- 
sions; how he acquired the information 
upon which he predicated them is any- 
body’s guess. But conservatism, cold- 
blooded calculation, based on the nor- 
mal return for such a sum of money, 
may have indicated to him the inordi- 
nate risk involved. 

From the standpoint of the promoter 
there are many incontrovertible facts. 
Assuming that he was entirely honest, 
that he was really enthusiastic over the 
products at the start, may he not, in the 
maelstrom of controversy that ensued, 





have lost his zest for both the products 
and the personnel of the organization? 
His own fee, remember, was to come 
from the manufacturer, not from the 
banker, but his own interests influenced 
him to protect the banker, because from 
that source came the money to finance 
the many projects he presented from 
time to time. This is something almost 
invariably overlooked by a manufac- 
turer, whose perspective is usually cur- 
tailed by his proximity to his own prob- 
lems. 

From the standpoint of the sales girl 
who went into the sales-testing area, her 
enthusiasm for the product, her subse- 
quently proven lack of closing power, 
her exaggeratedly sanguine reports, 
were not evidences of faults, but of 
weakness in character and ability. She 
should never have been engaged in the 
first place without a thorough investi- 
gation of her record, which might have 
revealed indications of lacks that would 
have saved a lot of expense and much 
anxiety. 

From the standpoint of the promi- 
nent person, she should have known bet- 
ter than to have believed anything but 
figures, insisting upon seeing these be- 
fore she permitted herself to be en- 
gaged. That they would not have been 
accurate she knows now, and so they 
wouldn't have helped her much in mak- 
ing a decision; but a certified check 
would have convinced her, and since 
hers was at that time the key position 
she should have demanded such proof 
or stayed out of the picture. 

From the standpoint of the chemist, 
who speculated from the start, and hav- 
ing apparently won his gamble up to 
this point, for he had at least been paid 
a great deal before he finally found the 
organization in debt to him, his only 
chance of recovering his loss was to 
have had sufficient vision not to cut off 
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sales entirely, or half-filled orders. For 
without filling orders the firm was in a 
poorer position than ever to reimburse 
him for past or present costs. He was 
really killing the goose that laid the 
golden eggs. There’s not much to be 
said for his perspicacity. 

From the standpoint of the treasurer, 
he should have realized that the last 
thing a good merchandiser does is to 
contract bills for which there is no 
money to pay, and without knowing 
definitely whence the money was to 
come. 

From the standpoint of the prospec- 
tive sales manager, what little he knew 
of the situation, it must have seemed 
very complicated. What he and the 
banker discussed will never be entirely 
known, but it is safe to say that what- 
ever becomes of the previous organiza- 
tion, these two men stand in a better 
position than any of the other people 
involved. That the prospective sales 
manager is absolutely honest, unques- 
tionably intelligent, knows the industry 
thoroughly, there is no doubt. That he 
is loyal, dependable, conscientious and 
industrious to a remarkable degree, is 
undoubtedly true. 

From the standpoint of the manufac- 
turer, the error there was in judgment; 
too-great trustfulness; too much confi- 
dence in the wrong people, leaving all 
the financial end of the business to the 
treasurer and the promoter; so much 
enthusiasm for the product that the fact 
that it might become a boomerang never 
entered the mind or consciousness, nor 
loomed upon the horizon. 

Of the corps of people who did the 
actual work on the campaign—at pres- 
ent useless! “Good Faith” was the slo- 
gan, as it was of the manufacturer, the 
prominent person, the chemist. Yet if 
this “Case History” proves anything it 
is that good faith must be backed by 
common sense, and that having sus- 
tained heavy losses, it must be supple- 
mented by good sportsmanship and pa- 
tient understanding, and seeing to it 
that it does not happen again. 

So now we are back to the subject of 
fair trade practices. The spoken word of 
a manufacturer or of any of his author- 
ized representatives to any executive in 
a store must be backed up by subse- 
quent action; verbal promises must be 
fulfilled, or they should not be made. 
When an individual in an organization 
engages another to perform a service or 
deliver a commodity, it ethically be- 
comes a contract. 

If the business is to be sound, that 


112 


contract must be sacred to both parties, 
so far as personal responsibility can go. 
No violation of this can ever be entirely 
explained to the satisfaction of the peo- 
ple involved, and if the manufacturer is 
to remain in business, and be successful, 
he must see to it that this element of 
doubt does not enter into his procedure 
or transactions. The most intangible 
and valuable asset he has is good will, 
which must be built up carefully over a 
period of time and established upon the 
firm footing of mutual confidence. 
Fair trade practices must be based 
upon a healthy understanding of run- 
ning a business and using sufficient 
common sense to prevent the possibility 
of ever becoming involved in a situa- 
tion where letting some one down is un- 
avoidable. A cold, analytical investiga- 
tion of facts from a sane business point 


of view will be a sufficient safeguard, 
and make it practically impossible for 
such blunders to occur. As we all know, 
there are enough routine difficulties and 
problems to take up our time without 
adding needlessly to their number. 

And haphazard or impulsive plans, 
which have no far-sighted policies to 
guide them; over-enthusiasm, without 
sufficient foundation to warrant its 
spreading to do incalculable harm; se- 
cretive and devious methods of trans- 
acting business, all these lead to in- 
evitable disaster. 

Let us, in heaven’s name, for the 
good of ourselves, each other, and for 
the industry in particular, have done 
with innuendoes, intimations, damning 
by faint praise, and speak out like hu- 
man beings who have the courage of 


our convictions! 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume refer- 
ences. We cannot furnish complete 
copies of these articles or journals 
but will be glad to supply the ad- 
dresses of the publishers upon re- 
quest. 


Frank Atkins (P. E. O. R., 26, 215, 
1935) expounds his theory of skin irri- 
tation, due to aromatic substances. The 
work of Albek in 1931 is reviewed and 
the author makes certain deductions 
from these data. Additional data in sup- 
port of his theory is based on studies of 
hair dyes, depilatories, etc. Atkins con- 
cludes that burning is due to reducing 
agents. “Aldehydes which are the least 
stable to oxidation, stand out as the 
most irritating types tested.” To obtain 
what the author calls the irritation in- 
dex of a perfume, he multiplies the ir- 
ritation index of each ingredient of a 
compound by the percentage present, 
totaling, and dividing by 100. 


Hans Schwartz (Mfg. Chemist 6, 
267, 1935) reviews old and new meth- 
ods of manufacturing toothpaste. The 
author points out that anything of a 
crystalline nature should not be consid- 
ered asaningredient of toothpaste. Salts 
should be used only in solution; in con- 
centration not exceeding solubility in 


cold water. Unless this precaution is 
taken, the salt crystallizes in the paste. 
The author mentions that soap imparts 
plasticity, and also that there is a grad- 
ual declining in popularity of paste 
with high soap content. Thymol is an 
undesirable ingredient because it is be- 
lieved that absorption occurs over a 
period of time. The author mentions the 
use of higher sulphonated fatty alco- 
hols and a Norwegian patent No. 54,- 
693 in which large quantities of oil are 
present in the toothpaste. 


Triethanolamine skin tonics (Der 
Parfumeur 30, 618, 1935) are describ- 
ed in detail. Three general types are dis- 
cussed and formulas are given. A basic 
formula recommended for type II is: 
orange flower water, 800; Cologne wa- 
ter, 200; triethanolamine, 6; Spirit of 
camphor, 20; and glycerine, 100. Sev- 
eral formulas are given for each type. 
(Through Deutsche A potheker Ztg.) 


Leo Ivanovzsky (Seifensieder Ztg., 
62, 475, 1935) discusses a method by 
which he is able to detect mixtures of 
adulterations of a variety of waxes and 
solid hydrocarbons, by determining the 
viscosity. This is especially true of pe- 
troleum products, such as ozokerite. 


(Through C. A. 29, 5684, 1935.) 
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